| 
rant Picked 


or Air Force, 


Army Account 


Wins Latest Battle of 
the Pentagon; Is Given 
18-Month Appointment 


WASHINGTON—Recruiting adver- 
ising of the Army and Air Force 
jill be handled by Grant Advertis- 
g Inc., effective Jan. 1. 

Appointment of Grant covers an 
18-month period, and represents a 
yictory for Secretary of the Army 
ordon Gray, who favored Grant 
for the appointment, while Air 
Secretary W. Stuart Symington 
was holding out for Geyer, Newell 
& Ganger. 

At one stage (AA, Nov. 21) it 
was reported that Mr. Symington 
suggested that Geyer, Newell & 
Ganger handle Air Force recruit- 
ing, leaving the Army portion to 
Grant, but Mr. Gray held out for 
a single agency and apparently 
won his point. 


1 Grant, which already has more 
offices throughout the world than 
any other agency, told AA that it 
plans to open a small service office 
in Washington to contact the ac- 
counts, but that Dave Echols, ex- 
ecutive v.p. in charge of the New 
York office, will be top contact 
man on the account and the prin- 
tipal creative work will be done 
in Chicago, under the direction of 
Howard Jones, executive v.p. in 
charge of the agency’s central cre- 
ative group. Hal Korda, v.p. in 
charge of new business, repre- 
sented Grant here during the ne- 
gotiations. 

Staffs in various Grant offices 
throughout the country will be in- 
creased to handle the necessary 
field work, contacts, etc. 


a The exact volume of money 
available for recruiting advertis- 
ing is a bit difficult to determine, 
but informed sources say the pro- 
gram will run about $900,000 for 


mthe first six months of 1950, and 


abx 
12 


it $2,000,000 for the following 
nonths. 
The appointment of Grant Ad- 
ising, succeeding Gardner Ad- 
ising Co., presumably brings 
a close the stormy saga of 
1ed Forces advertising for re- 
ts. 
he initial advertising for the 
1y and Air Force was placed 
N. W. Ayer & Son (which 
als handled a separate campaign 
the National Guard). In 1947 
iner won the National Guard 
unt from Ayer, and the follow- 
‘ year also acquired the Army 
Air Force account. 


® ardner still has the National 


Gu rd account, but the Army-Air 
For ce advertising effort blew up 
-. 1a loud bang in July when the 
e 


ate appropriations committee 
Wc. asked to investigate the man- 
in which the contracts were 
' rded. The investigation appar- 
'.yY was instigated by Ruthrauff 
yan, and this agency appeared 
(Continued on Page 8) 
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9-Month Advertising 
Off 2%, PIB Reports 


GIFT PROMOTION—Magnavox Co., Fort Wayne, Ind., features ten of its most pop- 

vlar models in this spread appearing in the Dec. 3 issue of The Saturday Evening 

Post as part of the company’s biggest television and radio-phonograph Christmas 

sales campaign. A full page is scheduled for the Dec. 12 issue of Time, and pro- 
motion kits for dealer tie-ins have been prepared. 


Anti-Histamine Firms 
Warned about Ad Copy 


Lengthy NBBB Report 
Urges Copy Be Limited 
to Effect on Symptoms 


New YorK—The National Better 
Business Bureau released a long 
report for its “Do’s and Don’ts in 
Advertising Copy” for anti-his- 
tamines Nov. 22, severely circum- 
scribing copy claims and warning 
that “the full facts regarding the 
usefulness and effects of the anti- 
histaminic drugs in relation to 
colds have yet to be established.” 

The report was originally sched- 
uled for release Nov. 21. 

NBBB reviewed the history of 
histamine and allergy theory with 
a detailed explanation of the the- 
ory upon which anti-histamines 
are based. Referring to clinical 
tests, the bureau said that “the 
available scientific evidence at 
this time indicates that the anti- 
histaminic drugs have a legitimate 
place in cold therapy.” 


ws Referring to the definition of 
colds, the bureau said that “ad- 
vertising will be more accurate 
if it refers to cold symptoms or 
signs, terms which have accepted 
meaning to the public rather than 
to colds, a term which is subject 
(Continued on Page 64) 


Where do 


wages come from? See 
‘What They’re Saying,’ 
Page 12. Other features: 


Advertising in the Test Stage ................ 59 
Advertising Market Place .............ccseee 50 
Along the Media Path .............:cccceceees 51 
Coming Conventions ...........:.cccccceeseeneeee 32 
Creative Man’s Corner ............ccccccceeeeeee 30 
Department Store Sales ..............-:ccsssee 58 
NIE J cacdlihicasvelnsseungasenosouseneeceeownnicbe 12 
et PW Geer DOR. .....se..ccccseccesccsereccccesseee 42 
Bate, PRcSORl..occiecccceseecscccsscccssecccsscoseres 52 
Information for Advertisers ............-..-++ 50 
By IID sisndesbatietsencopenececninscsooseosccied 60 
IIE Ys acinconmnenenpadipeveianenrniveceseesoenend 62 
Photographic Review ..........cc.:ccecccceeseerees 45 
II nds darethiiindasvieciecpenaesesoccdinnéin 62 
REE AE a a LOE 12 
Voice of the Advertiser 0.0.0... 56 


Bristol-Myers Claims 
Resistab Cures Colds; 
Other Ad Drives Gain 


New YorK—Except for formal 
announcement by Bristol-Myers 
Co. that Resistab promotion will be 
spread by full-page newspaper 
advertising, spot radio and plugs 
on “Break the Bank,” National 
Broadcasting Co. network radio 
show, drug companies currently 
pushing production and distribu- 
tion of anti-histamine cold pre- 
ventives at break-neck speed had 
little new to report last week. 

The Resistab campaign, through 
Kenyon & Eckhardt, gets under 
way today, as reported by AA last 
week. 

Bristol-Myers claims that Resis- 
tab kills colds in one day when 
taken at the first instance of 

(Continued on Page 65) 


Cheap Publicker 
Straights Open 
All-Out Drive 


New Brands Are Priced 
as Low as Blends; Ad 
Budget $200,000 Monthly 


PHILADELPHIA—Three subsidi- 
aries of Publicker Industries are 
going all out, starting next month, 
to dominate the straight bourbon 
field. 

They will spend about $200,000 
a month for advertising, an amount 
substantially over their previous 
expenditures. 

They are especially optimistic 
about their plans because their 
brands are $2 below those of well- 
known bourbon brands and in di- 
rect price competition with neu- 
tral spirit blends. 


ws The three distillers and their 
new brands are: 

Continental Distilling Corp., 
Charter Oak (available as straight 
and 100-proof bottled in bond 
bourbon); Old Hickory Distilling 
Corp., Old Hickory straight and 
bottled in bond; and W. A. Haller 
Corp., Haller “89” straight bourbon 
and County Fair bottled in bond. 

Al Paul Lefton Co. is agency for 
Continental and Old Hickory, and 
Walter Weir Inc. handles Haller. 

The three distillers will probably 
spend half of Publicker’s estimated 
$4,000,000 advertising budget for 
1950. 

Although test newspaper cam- 
paigns have been tried in the past 

(Continued on Page 62) 


Last Minute News Flashes 
Wilson Shelton Joins D-F-S as V. P. 


New YorK—Wilson A. Shelton, 


an advertising consultant for the 


past three years, has returned to the agency field as vice-president of 
the creative department of Dancer-Fitzgerald-Sample. The agency’s 
youngest v. p. at 31, he formerly was vice-president and copy super- 


visor of Kenyon & Eckhardt. 


‘Better Homes’ Circulation, Rates to Go Up 


Des Mornes—Meredith Publishing Co. has advised advertisers that 
the circulation base on Better Homes & Gardens will be increased 
from 3,100,000 to 3,400,000 with the September, 1950, issue, and at the 
same time rates will go up proportionately. New line rate will be $16, 
as against the present $14.55. B&w page rate will advance from $8,900 to 
$9,800; black and one color from $10,325 to $11,370, and inside four- 


color page from $12,225 to $13,400. 


Macke, Holtzman Named by Hotpoint Inc. 


Cuicaco—William E. Macke, formerly advertising manager of Zenith 
Radio Corp. here, has been appointed merchandising manager of Hot- 
point Inc., major appliance manufacturer. He will head programs re- 
lating to advertising, sales promotion and training, and merchandising 
aids. Richard S. Holtzman has been promoted from assistant advertis- 
ing manager to advertising manager. 


Tile Council Plans $120,000 Campaign 


New YorK—The Tile Council of America has set up a fund of $120,- 
000 for a 1950 campaign in shelter, architectural and building publica- 
tions. Fuller & Smith & Ross handles the account. 


(Additional News Flashes on Page 63) 
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Newspapers’ Magazine 
Sections Advance 9%; 
Network Radio Off 4% 


New YorK—Although magazine 
sections of newspapers and farm 
magazines ran counter to the 
downward trend, national adver- 
tising in media measured by Pub- 
lishers Information Bureau was 
off 2% for the January-Septem- 
ber period, compared with 1948. 

According to the latest series 
of “PIB Extras,” total advertising 
for the nine months in general 
and farm magazines, magazine sec- 
tions of newspapers and network 
radio amounted to $497,982,152, 
compared with $507,098,336 last 
year. 

Magazine sections of newspa- 
pers made the best showing, with 
a 9% gain. PIB estimates that 
national advertisers invested $36,- 
733,948 in this group during the 
January-September period, com- 
pared with $33,583,758 in ’48. Farm 
magazines ran 1% ahead of last 
year, advancing from $20,861,382 
to $21,146,425. 


m General magazines, however, 
were down 2%, declining from 
$307,332,600 to $300,990,325 for the 
nine months; and network radio 
(time charges only) dropped 4%, 
from $145,320,596 last year to 
$139,111,454. 

Network television, moving up 
rapidly, accounted for $6,461,492 
during the January-September 
period. As with radio, PIB fig- 
ures TV time charges only. No 
comparison with °’48 is possible, 
since the network TV figures are 
not available. 

Advertising in the foods and 
beverages section, largest of the 
seven industry groups measured 
by PIB, was off 1% for the nine- 
month period, totaling $108,921,- 
294. Magazine sections of news- 
papers gained 14% in dollar vol- 
ume, while magazines were un- 
changed and network radio was 
off 7%. 


w General Foods Corp., at the 
expenditures top in this field, 
boosted its budget 22% to a total 
of $9,899,561 for the nine months. 
The largest increases, percentage- 
wise, were made by National Bis- 
cuit Co. (94%), Pillsbury Mills 
(69%) and Carnation Co. (56%). 
In the confectionery and soft 
drink field, Coca-Cola’s $2,216,464 
was tops, even though it marked 
a 24% drop from last year’s fig- 
ure for the nine-month period. 
Except for magazine sections of 
newspapers, advertising in the 
home building industry was uni- 
formly off from last year, with 
the nine-month total at $90,156,- 
664, down 8%. All top radio and 
television set manufacturers ex- 
cept General Electric and Philco 
stepped up their spending, how- 
ever. RCA, at the top with $1,- 
903,584, was up 8%. Admiral 
boosted its budget 84%, to $622,- 
523. 
Procter & Gamble, with a nine- 
(Continued on Page 61) 
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‘Fortune’ to Carry 
Forbes Lithograph’‘s 
4-Page Gate-Fold Ad 


Boston—Forbes Lithograph Co. 
will run the first four-page gate- 
fold advertisement ever to appear 
in Fortune, in the December issue. 
Forbes printed the color ad. 

Copy features “Forbes Facts,” 
and cites the Chesterfield cigaret 
“happy birthday” carton, a new 
Coca-Cola triple. window display, 
Champion Spark Plug’s station 
posters and display cards, and a 
Knox package insert. 


Fortune has used gate-fold pages 
in its editorial section on previous 
occasions, most recently in the 
printing portfolio in the October, 
1949, issue. 

James Thomas Chirurg Co., Bos- 
ton, handles the account. 


Columbia Gets Rose Bowl 
Gillette Safety Razor Co., Bos- 
ton, through Maxon Inc., will spon- 
sor the broadcast play-by-play 
coverage of the Rose Bowl foot- 
ball game again this year over 


CBS. The Jan. 1 classic last year 


switched to’ Columbia, where it 
was heard under commercial spon- 
sorship for the first time, after 21 
years as an NBC feature. 


‘Life’ Shifts Holman 


William W. Holman, manager of 
the Cleveland office of Life, has 
been named New York manager of 
the magazine, succeeding Jack 
Reiss, who has joined Quick as ad- 
vertising director. Mr. Holman’s 
successor as Cleveland manager 
will be Vincent J. Brosnahan, for- 
merly on the Chicago sales staff. 


Joins ‘Apparel Register’ 


Apparel Register, Boston, has 
added James J. McDonald, pre- 
viously with Haire Publishing Co. 
as a space representative, to its 
advertising sales staff. Mr. Mc- 
Donald will make his headquarters 
in the magazine’s New York office. 


New YorK—C. E. Hooper Inc. 
was on the move on two fronts last 
week. The research organization 
sent a letter to the National As- 
sociation of Broadcasters indicating 
its willingness to take over where 
Broadcast Measurement Bureau 
leaves off. 

Broadcast Measurement Bureau’s 
board of directors has voted to 
continue the present organization 
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What Do These Words Mean to 
Contestants and Clients Alike? 


In a word, confidence. 


Confidence strong enough to overcome the natural suspicion of 
many that winners are picked by chance. 


Confidence strong enough to forestall possible ill will for your 
product among the losers. 


Confidence that springs from one thing—Donnelley’s reputation 
in the contest judging field. 


This reputation is by no means self styled nor wishful puffery. 
Indeed, proof that Donnelley’s remarkable reputation is justified i. 
evidenced by: 


the large volume of mail we receive asking us to clear 
up misconceptions about contest judging 


a state supreme court decision upholding Donnelley’s 
judging method as competent and impartial 


many feature stories in national and local 
that have educated the public about Donnelley’s impar- 
tial judging standards 
(4) a guarantee by Donnelleys protecting clients against 


financial loss arising out of suits charging negligent or 
unfair judging 


ublications 


Your next contest deserves the Donnelley reputation behind it— 
the kind of reputation you'd like associated with the product you 


When you first start thinking contests, get our contest thinking 
first—call or write the nearest Donnelley office listed below. 


LOS ANGELES 15, CALIF. 
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'BMB Board Votes to Sign Off July 1; 
Hooper Is Willing to Do Its Work 


through July 1, 1950, at whi 
time the tripartite group will } 
dissolved in line with the actio 
of the National Association 
Broadcasters’ board (AA, Nov. °! 

NAB’s proposal for reorganizin 
the bureau on a stock basis ; 
approved with the stipulation tha 
“whatever organization is forme 
to carry out such a program ’ 
provide for tripartite participa‘ io 
under conditions that will assur 
the research integrity of the wor 
to be performed.” BMB, as it no 
exists, has been directed by th 
NAB, the American Association o 
Advertising Agencies and the A 
sociation of National Advertisers 

The bureau’s board decided tha 
details of the new company ti 
continue station and network au 
dience measurement would bé 
worked out by representatives o 
the three associations. 


s Mr. Hooper’s proposal, in short 
was the continuance of the “in 
herent basic policies of the BMB, 
and the adoption of his station 
audience index ballot by BMB “‘fo 
application by us to provide th 
needed precision requirements t 
BMB measurements.” He pointed 
out that the Hooper area coverag¢ 
index currently is being used b) 
45 radio and TV stations. 

Mr. Hooper suggested that thd 
BMB of the future be directed by) 
an executive committee of seve 
members—two each representing 
NAB, the Association of Nationa 
Advertisers and the American As 


'sociation of Advertising Agencies 
|The seventh man would be the 
'research director of the NAB, wh 


| 


| 
| 
| 


would supervise the bureau’s sur 
veys and act as its budget director 
He also suggested that the sale 
functions be handled independent 
ly by one or several salesmen. 

The researcher said the Hoope 
plan would enable the bureau 
reduce the time lag between fiel 
work and publication of data, t 
increase the precision of the mea 
surement and to reduce the cos 
of the operation. 


ws Radio observers recalled the 
startling similarity of the presen 
situation with that of September 
1946, when the Hooper organiza 
tion gradually began to take ove 
the remains of the dying Coopera 
tive Analysis of Broadcasting 

Next month Mr. Hooper expec! 
to show the press his electron! 
“Hooperator” which he has bee! 
testing in New York TV homes [01 
several months. The unveiling ° 
the automatic rating device, \ hic! 
is said to provide around the «loc 
reports, will be delayed un!!! 
technique for compiling the result 
has been perfected. 

Meanwhile, John Lyman Bo ¢er! 
technical consultant to Hv ope 
since April, has been elevatec (0 
vice-presidency. Former dir ¢ 
of advertising of Waltham V 3t 
Co., he has been associated vl 
advertising since 1920. Mr. B gé! 
has been in charge of elect 0”! 
research at the Hooper orga ‘iz 
tion. 


Adshelf Offers Shelf Aid 


Adshelf Inc., New York, 0! 
fering an extension devic 
store shelves as a point of 52% 
display. Adshelf extends th © 
dinary shelf with a half Vv 
platform which has room for ‘2 
message and price. 
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Converse Citations 
for Marketing Work 
Awarded to 11 Men 


MONTICELLO, ILL.—Former Pres- 
ident Herbert Hoover and ten 
leading marketing authorities were 
named as recipients of the first P. 
D. Converse national awards here 
Saturday night, Nov. 26. 

The awards, announced at a 
banquet at the Robert Allerton 
conference center of the University 
of Illinois, are named for P. D. 


Converse, U of I professor of mar- 
keting, and given by the Central 
Illinois Chapter of the American 
Marketing Association. 

Other recipients, honored for 
outstanding contributions to the 
advancement of the science of 
marketing, were: 


s Paul Nystrom, professor of 
marketing, Columbia University; 
Arch W. Shaw, Chicago, marketing 
consultant and former publisher; 
W. H. S. Stevens, director, bu- 
reau of transport economics and 
statistics, Interstate Commerce 
Commission; Ralph Starr Butler, 
retired vice-president of General 
Foods Corp. 

Also named were Walter Dill 
Scott, president emeritus of North- 
western University; C. S. Duncan, 
economist, Association of Ameri- 
can Railroads; Melvin T. Copeland, 
director of research, Harvard Uni- 
versity graduate school of business 


administration. 

Posthumous awards went to the 
late L. D. H. Weld, research di- 
rector of McCann-Erickson; the 
late Fred E. Clark, professor of 
marketing at Northwestern Uni- 
versity, and the late Paul Chering- 
ton, Harvard professor and mar- 
keting consultant. 

Selection of the winners was 
made by a jury of 50 outstanding 
scholars in the marketing field. 


Beck Appoints Henstenburg 

Charles W. Henstenburg, for- 
merly engaged in special sales 
work for International Silver Co., 
Meriden, Conn., has been named 
sales manager of the printing di- 
vision of Beck Engraving Co., New 
York. 


Boris Moroz Joins BSF&D 

Boris I. Moroz has joined the 
creative copy staff of Brooke, 
Smith, French & Dorrance, De- 
troit. 


Snow Crop Will 
Switch Back to 
Wholesale Setup 


Own Branch System Has 
Helped Perfect Program, 
Moone Tells Distributors 


New York—Instead of eliminat- 
ing wholesalers in its distributing 
operations, Snow Crop Marketers 
will “in the very near future” 
swing over to 100% distribution 
through recognized wholesalers, J. 
I. Moone, president, revealed last 
week. 

His announcement provoked 
plenty of applause, because it was 
made before the annual meeting 


Go GEARED! 


Here’s how John Chase recently cartooned run- 
away New Orleans .business for readers of the 
evening States! . . . The States and The Times- 
Picayune alone give you the geared-powerful, end- 
to-end coverage you need to tackle this big, port-, 
oil- and construction-rich market. 


Ask Jann & Kelley, Inc., today! 


TOTAL CIRCULATION 

Sunday... 
3 Months Ending March 31, ‘49 

Milline Rates as Low as 1.88 M. & E.—1.95 Sunday 


View Cnleans TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 


to tackle this fellow! 
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of the National Wholesale Frozen 
Food Distributors Associatio: 
Members had been highly critica 
of Snow Crop’s sales policy sin « 
the Clinton Foods Inc. divisi» 
initiated its own direct bran: 
system of wholesale distributi.y 
in 1948. 

It is untrue, said Mr. Moone, tha: 
Snow Crop has been busy devis- 
ing ways and means for “the ear|y 
demise and extermination” of tr. 
wholesale distributor of frozen 
foods. Instead, he said, the com- 
pany’s present and future policy 
depends upon the legitimate 
wholesaler. “In fact, within a rea- 
sonably short time,” he added, ‘it 
is our intention to convert and turn 
over to distributors our established 
branch operations. 


ws “We have enjoyed our brief stay 
as wholesaler, and can sympathize 
fully with the number of trying 
conditions so frequently. on hand 
at the wholesale level.” 

Although Snow Crop now op- 
erates 19 direct wholesale 
branches, Mr. Moone emphasized 
that its wholesaler expansion has 
proceeded at an even more rapid 
pace, and 86 regular wholesalers 
now distribute the division’s com- 
plete line of products throughout 
the U.S. 

Snow Crop dipped into the 
wholesaling field in its effort to 
provide “top-quality, well-adver- 
tised products to the consumer at 
lower prices,” Mr. Moone said. 

As a result of its experiment, it 
decided on these objectives for a 
distributor program: (1) To assure 
that distributor price quotations 
are always aggressively competi- 
tive; (2) to eliminate the distrib- 
utor’s responsibility and invest- 
ment in inventories and future de- 
livery obligations; (3) to trans- 
fer the time and energies the dis- 
tributor formerly gave to his buy- 
ing function to one of sales, and 
to furnish him with capable ex- 
perienced counsel in the building 
of his sales organization to provide 
maximum coverage within the ter- 
ritory; and (4) to give distributors 
a reasonable net profit in return 
for their important services. 


a Snow Crop, Mr. Moone said, 
has set a basis of a 3% net profit 
for distributors and has learned, 
through its test operations, that the 
net return on the distributor's 
gross dollar volume is slightly 
more than 4%. 

William M. Walsh, president of 
the distributors’ group, announced 
earlier in the meeting acceptance 
of a proposal from the National 
Association of Refrigerated Ware- 
houses to set up a joint committee 
to study methods of reducing [ro- 
zen food warehouse costs. 


Orchard Brothers to Dubin 


Orchard Brothers Inc., Rut)er- 
ford, N. J., has named Dubin Ad- 
vertising, Pittsburgh, to direct 
advertising for its Alumaroll roll- 
up aluminum awnings. Newspa- 
pers in selected markets, t!: 
publications and other promot 0n- 
al material will be used. 


KLEE Appoints Young 
KLEE, Houston, has na 
Adam J. Young Jr., New Yor! 4 
its national representative. 
station formerly was handlec >) 
the Walker Co. KLEE-TV has 
on the Young list since Januar v. 


WWI-TV Appoints Walbric 7¢ 


Willard E. Walbridge has °é? 
appointed assistant general r 2" 
ager of WWJ-TV, Detroit, in a¢ 
dition to his duties as general 1& 
manager. 


IF YOU sag CAR CAR 
Send for FREE Sampl 
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i How to go home in Philadelphia 


If you want to talk business with Philadelphians at home, go home 
a-ned with The Bulletin. It delivers your advertising message to four 


"the out of five Philadelphia families when they are at home and have ° ‘ 
ea ; ; rena? : In Philadelphia hg 
ee time for reading. There is no better way to influence buying in ° “* 
¥ the nation’s third market—a trading area of 4,000,000 people. : nearly everybody reads 

eet ; : The Bulletin 
p an- Why, in a one-block area of Paxon Street in West Philadelphia, 34 ° 


out of 41 families take The Bulletin regularly, wouldn’t do with- | 
out it. In the city of homes, this home newspaper plays an active be 
part in forming their shopping habits. 


To repeat, The Bulletin goes home, stays home, is read by the 
entire family .. . evening and Sunday. 
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Sen. Douglas Asks 
Publishers to Give 
Up Mail ‘Subsidies’ 
WaAsSHINGTON—Sen. Paul Douglas 
(D., IIL) believes newspapers and 
magazines should be willing to 
give up $400,000,000 in subsidies 
which he says they get from the 
government in mail privileges. 
“If the newspapers which carry 
editorials about the need for bal-| 
ancing the budget would come up 
to the altar and say ‘we don’t want 
any subsidies for ourselves and 
we want to be Christians,’ it would 


have a more salutary effect than 
anything else,” Sen. Douglas told 


KLX 


y~ 
a 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
By Burn-Smith Co., Ine 


reporters. 

Sen. Douglas has been campaign- 
ing for drastic economies in gov- 
ernment spending. He said $400,- 
000,000 is lost by the government 
in mail subsidies to publishers, 
mostly to magazines. 


Oceana Publishes Book 
on Libel and Slander 


Oceana Publications, New York, 
has published “The Law of Libel 
and Slander,” by. Ella. Thomas, a 
member of the District of Colum- 
fia Bar and law librarian of 
George Washington University. It 
represents the 15th publication of 
a legal almanac series designed to 
give an understanding of the law 
on various subjects in non-techni- 
cal language. 

Oceana has published the Thom- 
as book in a cloth-bound edition 
to sell for $2 and pamphlet-bound 
for $1. From the history of the 
origin of libel and slander, the 
book concisely covers the elements 
of lib@él.and slander actions, ac- 
tionable words, parties, defenses, 
communication recovery, limita- 
tion and abatement of action, and 
defamation in military service. 


Bulova Sells His 
Last Radio Station 


New YorkK—Arde Bulova, chair- 
man of the board of Bulova Watch 
Co., who for many years owned 
a sizable number of radio stations, 
has decided to sell the last of his 
string of outlets—WNEW, one of 
the nation’s wealthiest independ- 
ents. 

Mr. Bulova and agency man Mil- 
ton Biow, co-owner, have sold 
the station, which was organized 
in 1934 from an amalgamation of 
New Jersey outlets, to a new com- 
pany headed by William S. Cherry 
Jr., owner of a Rhode Island re- 
tail chain. Purchase price was 
more than $2,000,000. The sale is 
subject to FCC approval. 

One of the new owners and 
executive ,vice-president and gen- 
eral manager of the new WNEW 
Inc. is Bernice Judis, present gen- 
eral manager of the station. An- 
other new owner is Ira Herbert, 
vice-president of the station. 

Miss Judis announced that the 


station’s executive staff and pro- 
gramming policy—recorded music, 
interspersed with news on the 
half-hour, is its specialty—will re- 
main unchanged. The 10,000-watt 
fulltime station grossed $3,000,000 
in time sales last year. 

Mr. Bulova sold most of his 
holdings in eastern broadcast sta- 
tions some years ago, retaining 
only his ownership of WOV and 
WNEW, both in New York. They 
were acquired before the FCC rul- 
ing on duopoly. WOV was sold in 
June to Richard E. O’Dea, New 
Jersey business man. 


Ideal Names Babcock V. P. 


Ideal Publishing Corp., "New 
York, has appointed Muriel Bab- 
cock, editorial director, as vice- 
president of the corporation. Miss 
Babcock joined the company in 
1941. 


Join ‘Today's Advertising’ 

Charles Sinclair and Milton Rich 
have joined Today’s Advertising. 
Mr. Sinclair was formerly with 
Sponsor, and Mr. Rich with the 
New York Evening Post. 


Because they know... 


211 New Advertisers 


in GOOD HOUSEKEEPING in 1949! 
Why did they choose this book? 


/ women read the ads in GOOD HOUSEKEEPING with greater confidence than the 


ads in any other national magazine. 
(Survey by Crossley, Inc., independent research organization.) 


the Good Housekeeping Guaranty Seal is the most widely respected endorsement a 


product can have. It is the buying guide of one out of every two women. 


(Survey by Crossley, Inc.) 


GOOD HOUSEKEEPING wins more retail advertising support than any other maga- 
zine—an average of 2,900,000 lines of newspaper space per month, referring to the 
products advertised in its pages. 
(Continuing study by The Advertising Checking Bureau, Inc.) 


Women know we give this Seal to no one... 
the product that has it, earns it. 


Go 
Shor 


@ Guaranteed by = 
od Housekeeping 


AS apveRTistD we 


REFUND OF 


OOD HOUSEKEEPING sells goods 


The Homemakers’ Bureau of Standards, 959 8th Avenue, New York 19, N. Y. 


Advertising Age, November 28, 19-9 


CCA's President Is 
Enthusiastic About 
Auditing Policies 

New YorK—Continued strorg 
support of the two-year-old policy 
of Controlled Circulation Audit cn 
the auditing of publications with 
only a small amount of free cir- 
culation wes 
voiced last week 
by Adin L. Dzo- 
vis, CCA’s new 
president. 

Mr. Davis, who 
is also secretary- 
treasurer of the 
National Indus- 
trial Advertisers 
Association and 
advertising man- 
ager of Worth- 
ington Pump & 
Machinery Corp., was elected at 
CCA’s annual meeting here Novy. 
18 (AA, Nov. 21). 

Until two years ago, he pointed 
out, Controlled Circulation Audit 
had audited only publications with 
50% or more free circulation. 

“The lifting of this restriction,” 
he said, “made a complete audit- 
ing service available for the first 
time to many publications whose 
circulation was more than 50% 
paid, but who had a large free 
circulation as well. 


Adin Davis 


a “It also opened the door to many 
other publications which previous- 
ly had claimed that they could 
not qualify for any auditing ser- 
vice. Recognition of this forward 
step has been evidenced by the 
steady growth of CCA during the 
past two years, in advertising, 
agency and publisher members 
alike.” 

Mr. Davis believes that 1950 will 
be one of vital importance to the 
organization. 

“Its greater scope and service 
to the advertiser must be made 
absolutely clear to all,” he de- 
clared, “but at the same time ev- 
eryone must understand that CCA 
is an auditing organization, con- 
cerned with the facts and figures 
of circulation only.” 

Seven new directors were elected 
to the CCA board. They are Mr 
Davis; Emory M. Heuston, Bu- 
cyrus Erie Co., South Milwaukee, 
Wis.; George Riddle, manager of 
advertising media, General Elec- 
tric Co., Schenectady, N. Y.; H. G 
Erck, VanSant, Dugdale & Co., Bal- 
timore; Norman Geare, president, 
Geare-Marston, Philadelphia; A. P 
Gumaer, publisher, Textile Age, 
New York, and T. A. Rogers, pub- 
lisher, Design News, Detroit. 


POLIBLATT’S Bought Entire Stock 
C.J. GORDON - SCHNEIDE: 
Narooelly Fas = 


RECORD-BREAKER — The lar:¢s' 
day’s volume on fur coats in Goldb!: ‘t § 
history was reported by the Chi: 22° 
department store organization on ) 0” 
day, Nov. 14, following the appear °° 
of the above full page ad exclusive ™ 
the Chicago Sunday Tribune o! he 
day before. ‘“‘Extra sales people he ‘° 
be called in, three additional de; 
ments were turned over to the fur °«¢ 
tion and store police were kept on! ' 
to handle trafic the entire day,’ ‘ 
store reported. (Adv.) 
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$225,000,000 
Says youll sell ; 
more through the WW 


Chicago SUN-TIMES! 


Sales grow where family needs are growing. Young families need more 
than any others. In Chicago, The SUN-TIMES does the best job of reaching 


them. 


aed). 


Statistical proof is below. Here's practical proof: Chicago retailers of fur- 


niture, home furnishings and radios—who last year rang up $229,000,000 
in sales—place more full-run daily advertising in The Chicago SUN-TIMES 


than in the next two newspapers combined. 


To move more of your goods in Chicago, advertise in The Chicago SUN-TIMES. 


°% OF READERSHIP 
(City and Suburban, Men and Women) 


42% of The SUN-TIMES readers are in the 18-34 age group 
37% of the Herald-American readers are in the 18-34 age group 
33% of the Daily News readers are in the 18-34 age group 
32% of the Tribune readers are in the 18-34 age group 


(Based on survey made by Publication Research Service, April, 1949) 


rot ciettin B39,34G avrg net itv 


(ABC Publisher's Statement, 3/31/49) 
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CBS, MBS Find Cause for Thanksgiving; 
Claim $5,000,000 and $3,800,000 in Gains 


New YorK—This being the holi- 
day season, two networks last week 
sat down to count their blessings 
and came up with impressive 
“new business” figures. 

The tabulations covered the com- 
ing year and were based on the 
happy assumption that none of the 
advertisers would cancel during 
that time. 

Columbia Broadcasting System 
reported that November radio and 
television time sales will account 
for annual billings of more than 
$5,000,000. The network, which still 
has eight open half-hours of choice 
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night time, has sold four hours 
of radio network time—two eve- 
ning half-hours, one afternoon 30- 
minute program and a five-a-week 
series—during the past 30 days. 


s Among the sponsors accounting 
for Columbia’s sales activity: Will- 
iam Wrigley Jr. Co. (“Life with 
Luigi”); Anheuser-Busch Corp. 
(Ken Murray on TV); Pillsbury 
Mills (“House Party” daily); Will- 
iam H. Wise & Co. (“Get More Out 
of Life’); Rosefield Packing Co. 
(“Skippy Hollywood Theater’); 
Ford Motor Co. (United Nations 
telecasts); Longines-Wittnauer 
Watch Co. (Thanksgiving day tele- 
cast), and Hotpoint Inc. (Thanks- 
giving telecast and Christmas 
broadcast). 

Mutual Broadvasting System, 
meanwhile, announced “new ac- 
counts and renewals totaling $3,- 
800,000.” Three hours of new pro- 
grams and two hoursvand 45 min- 


utes of renewals weekly are in- 
cluded in the figure. 

New clients listed include Amer- 
ican Federation of Labor (15-min- 
ute newscast); Hallicrafters Co. 
(“Hollywood Quiz”); Chamberlain 
Sales Corp. (John B. Kennedy), 
and Benjamin Moore Co. (“Your 
Home Beautiful’). 


NBC Names Scott and Mills 


Walter Scott has been named 
eastern sales manager of the radio 
division of National Broadcasting 
Co., New York. He was a member 
of the NBC sales department for 
11 years. Gordon Mills, former 
business manager of the radio de- 
partment of Kudner Agency, has 
joined NBC’s radio sales staff as 
an account executive. 


Barnes Appoints Shenton 


K. C. Shenton Co., Hartford, 
Conn., has been appointed to han- 
dle the advertising of Barnes 
Brothers Nursery Co., Yalesville, 
Conn. Consumer publications will 
be used to promote ornamental 
and fruit trees, shrubs and ever- 
greens. 
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Grant Picked for Army, 
Air Force Advertising | 


(Continued from Page 1) 
to give testimony to the Senate 
committee, as did N. W. Ayer, al- 
though the latter specifically dis- 
claimed having anything to do 
with initiating the inquiry. 

As a result of the claims and 
counter-claims, the Army and Air 
Force announced early in August 
that the contract with Gardner 
would be terminated as of Oct. 
31 (later extended to Dec. 31), 
and that an inquiry would be 
launched to determine whether re- 
cruiting advertising was still 
needed. 


a Subsequently, the top personnel 
policy committee of the Armed 
Forces decided that further ad- 
vertising was desirable, and left 
the choice of agencies to the Sec- 
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export industry magazines. 
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for the asking. 


Every McGraw-Hill Magazine is a Member of 
or is Qualifying for Membership in The Audit 


Overseas — 90,335 importers, distributors and 
buyers are paying one quarter of a million dol- 
lars a year to read McGraw-Hill International 


New Condensed Data Sheets covering these me- 
dia and their markets are available to you free, 


McGRAW-HILL DIGEST (> 


Read by 30,000 top buying executives in business, 
science, engineering and industry throughout the 
world, except in the United States and Canada. Pub- 


lished monthly in English, the McGraw-Hill Digest 
gives you more circulation than any other English- 
language business magazine in the international field. 


QD THE AMERICAN AUTOMOBILE (overseas Edition) 
and EL AUTOMOVIL AMERICANO > 


You can reach a new record number of buyers (34,- 
000) in the overseas automotive trade and transport 


field through these publications which are read by 
YOUR customers—the wholesalers of parts and acces- 
sory equipment, dealers, distributors, retailers and 
garage, repair shop and service station operator, etc. 
—in 101 countries and territories abroad. 


BRANCH OFFICES—Atlanta, Boston, 


McGRAW-HILL 


Chicago, 
St. Louis, San Francisco, Washington, Buenos Aires, 


INGENIERIA INTERNACIONAL INDUSTRIA @ 
and INGENIERIA INTERNACIONAL CONSTRUCCION @ 


PHARMACY INTERNATIONAL 
and EL FARMACEUTICO €> 


22,000 buyers in the overseas drug trade 
and health field keep up-to-date by read- 
ing these magazines. The readers are 
pharmacists, public health officials, hos- 
pital personnel, laboratory technicians, 
importers and sales representatives. 


Cleveland, Dallas, Detroit, 
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15,000 Latin American buyers and importers of industrial machinery watch 
for the latest developments in YOUR methods, standards and equipment 
in the pages of Ingenieria Internacional JVDUSTRIA. And 15,000 Latin 
American buyers and importers of construction equipment learn how to build 
it and maintain it by following the development of YOUR products and 
methods in Ingenieria Internacional CONSTRUCCION. 
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INTERNATIONAL CORP. 


WORLD-WIDE HEADQUARTERS FOR BUSINESS INFORMATION 
330 West 42 St., New York 18, N. Y. 


Philadelphia, Pittsburgh, 


retaries of the Army and Air 
Force, giving them a free hard. 
even to the extent of eliminati j, 
competitive bidding if they so de- 
sired. (The Navy has never usd 
national ads for recruiting pur- 
poses, but until recent months h id 
purchased public relations services 
on a monthly fee basis from J 
Walter Thompson Co.) 

Affected by the Grant appoint- 
ment is the national recruiting ad- 
vertising only. Advertising of the 
various Armies in their own areas 
within the country will continue 
to be handled by various agencies, 
presumably. 


ws Mark Martin, Gardner vice- 
president directing the account, 
served as special consultant to 
Secretary Gray during the period 
when the program was being re- 
examined, as Gardner eliminated 
itself from consideration for the 
remainder of the present fiscal 
period. 

The identity of all the agencies 
which “pitched” for the business 
probably will never be known be- 
cause of the fact that negotiations 
of various kinds were initiated at 
several levels of authority. 

A highly placed official told 
ADVERTISING AGE that some agen- 
cies had been deliberately passed 
by because of the efforts to apply 
political pressure. 


ws This source said that one of 
the factors which tipped the bal- 
ance in favor of Grant was “the 
apparent absence of any political 
flavor whatsoever.” 

Grant was notified Tuesday 
morning of its selection, and its 
officials will be called here within 
a few days to discuss plans for the 
campaigns for early 1950. 


New Management Group Buys 
Society of Visual Education 

The Society for Visual Educa- 
tion Inc., Chicago, manufacturer of 
slide and filmstrip projectors and 
materials, has been sold to a new 
management group. The new of- 
ficers are: James L. Garard, chair- 
man of the board; William H. 
Garvey Jr., formerly in charge of 
the retail stores division of Spiege! 
Inc., president and treasurer; B 
J. Kleerup, vice-president and a 
director of the original S. V. E. 
company, vice-president and di- 
rector, and G. B. Miller, secretary 
and assistant treasurer. Miss Marie 
Witham, former president, will re- 
main as a director and consultant 

The sale includes Society for 
Visual Education Inc., parent or- 
ganization, and S. V. E. Products 
Co., Chicago. 


Three Appoint Mace Agency 

Mace Advertising Agency, Peo- 
ria, Ill., has been retained to han- 
dle the advertising of Burling‘on 
Basket Co., Burlington, Ia., clothes 
hampers and Baskenettes; Moore 
Stamping Co., Peoria, soap «is- 
pensers; and Belfer Laborato: és, 
Peoria, yeast detector kits for | 0t- 
tling plants, dairies and cre:m- 
eries. 


— 


- ADVERTISING, — 

MERCHANDISING, 
and EDITORIAL 

INFLUENCE 


in the DAKOTAS 
Dakotas Own 


ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertising Manoger 
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en Basic Formula: TRANSPORTATION 


shair- 

m H. 

‘ge Transportation was originally a simple matter of moving goods short 
7 distances. As civilization expanded and horizons widened, it became 
7 E a more complex problem. An addition to the basic formula then 
a di- became necessary... to sell the industry's facilities to the shipper. 
atl Leaders in the field use the pages of Business Week for this purpose. 
~ REASON: Business Week reaches a highly concentrated audience of 
y for readers who have a vital interest in transportation. They are Manage- 
ae ment-men . . . executives who make or influence important decisions. 


RESULT: Business Week regularly carries more freight transportation 
Icy advertising than any other general business or news magazine. The 
| bed industry knows that Business Week is a good buy, because — 
ng'on 
lothes 
Moore 


WHEREVER YOU FIND IT, YOU FIND A 


MANAGEMENT-MAN...WELL INFORMED 
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Freight Transportation Advertisers* 


in Business Week 


American Trucking Associations, Inc. 
Association of American Railroads 
Atchison, Topeka & Santa Fe Railway System 
Baltimore & Ohio Railroad 

Chicago, Burlington & Quincy Railroad 
Chicago, Rock Island & Pacific Railway Co. 
Erie Railroad Company 

Lykes Bros. Steamship Co., Inc. 
Minneapolis & St. Louis Railway Co. 
Missouri Pacific Lines 

New York Central System 

Norfolk & Western Railway Company 
Northern Pacific Railway Co. 

Pacific Intermountain Express Co. 

Pan American Airways Inc. 

Railway Express Agency, Inc. 

The Pennsylvania Railroad 
Transcontinental & Western Air, Inc. 
United Air Lines, Inc. 

Wabash Railroad 


*Source: Publishers’ Information Bureau Analysis 


A McGRAW-HILL PUBLICATION 
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Bank Analyzes 
Retail Stores’ 


Income, Outgo 


National City Bank 
Gives Wealth of Detail 
on Retailers’ Finances 


profit was 3.5¢ per sales dollar, 
according to the current monthly 
news letter issued by the Na- 
tional City Bank of New York. 

The average for 18 food chains 
was 1.3¢; for 25 variety and other 
chains, 5.1¢; for 52 department 
and specialty stores, 4.1¢; and for 
5 mail order houses, 5.6¢, the bank 
reports. 

“A group of the country’s 100 
largest retail trade corporations, 
based upon volume of sales re- 
ported for the 1948 calendar year 
or the nearest fiscal year,’ the 
news letter says, “shows a com- 
bined total of sales exceeding $19 
billion. 


New YorK—On the $19 billion 
of sales last year by the 100 largest 
retail groups operating in the 


United States, the average net/ ™ “Despite the fact that their sales 


more than trebled during the past 
ten years, they still represent about 
the same proportion, around 15% 
of the national totals, which, ac- 
cording to the Department of Com- 
merce, expanded from $28 billion 
in 1938 to $130 billion in 1948. An 
important factor in the increase 
of dollar sales,” the bank points 


SALES LETTERS 


Letters with “instantaneous appeal,” 
that beckon to be read, that impel 
and sell. One series 23 years old. 


“That Fellow Bott” 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


New Type Carbro 
from Kodachromes 
Pays for ltself 


CHROMART Prints actually 
cost you nothing. Platemakers 
charge 25% to 50% more to 
work from a color film than 
from a Chromart. This saving 
pays for your print! 

A Chromart Print is superb 
full-color artcopy ... made 
from your transparency to the 
size you specify. It can be: 


When you work from a color 
film instead of from a fine print 
you gain not one of these pro- 
duction advantages. 

In making your Chromart we 
can correct shots that are “off” 
in color ... even altering col- 
ors locally without destroying 
photographic texture! 

We have been making artcopy for 
top agencies from coast-to-coast 
for 12 years. We know what qual- 
ities art directors like and what 
platemakers require. 
CHROMARTS are priced from 
$52 to $122, depending upon print 
size ordered. Investigate! 


Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 


America’s Oldest Colorprint Service 


e Dramatically displayed. 
e Intelligently O.K.d. 


e Pasted into final art to 
avoid costly stripping-in. 


e Lettered, retouched. 


out, 
in incomes and prices. The rise in 
average retail prices amounted to 
91% over the period.” 

Commenting on the over-all av- 
erage profit of 3.5% reported, the 
bank gives a breakdown of the 
distribution of that profit. Of the 
total of 3.5¢ on the dollar, 1.5¢ 
went into preferred and common 
dividends, while 2¢ was reinvested 
for improvements and additions to 
store properties and equipment, 
and for building up working capi- 
tal to handle the increased dollar 
volume of business. 


a The 100 largest retail groups 
operate a total of 29,278 stores of 
various sizes. They range from 
the small drug or shoe stores hav- 
ing sales of a few thousand dollars 
monthly, to supermarkets gross- 
ing over $1,000,000 annually, and 
to a mammoth department store. 
The latter carries more than 400,- 
000 separate items of almost every 
type of merchandise, and is re- 
ported to have sales during the 
Christmas season exceeding $1,- 
000,000 daily. 

The group is said to furnish em- 
ployment to 1,145,000 men and 
women. Ownership of the 100 cor- 
porate enterprises is held by 769,- 
000 registered shareholders, many 
of whom are also employes. 


ws “One of the major items of ex- 
pense today in retailing,” the news 
letter states, “aside from the cost 
of goods purchased, and from wages 
and salaries, is taxes. Federal in- 
come tax liability of the group 
for 1948 totaled $431,000,000, which 
represented an average of 2.3¢ out 
of every sales dollar. 

“Total direct taxes—federal, 
state, local and foreign, but ex- 
cluding sales taxes collected from 
customers—according to complete 
tax details reported by stores hav- 
ing over four-fifths of the total 
net income, may be estimated for 
the entire group at approximately 
$625,000,000. 

“This represented an average 
of about 3.2¢ per sales dollar, or 
$21,300 per store, or $546 per em- 
ploye.” 


w The tax bite, the bank points 
out, is more than twice as large 
as the dividends, totaling $298,- 
000,000, paid to shareholders. The 
shareholders’ investment at the 
year-end aggregated $4.1 billion, 
or $3,600 per employe, computed 
on net assets at their stated book 


“was the general inflation | 
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100 Largest U. S. Retail Trade Corporations, Based Upon 
Reported Sales for 1948 Calendar or Nearest Fiscal Year 


(In Millions of Dollars) 


Chains—Food 

Albers Super Markets ..................... $ 46 
AMONPISAMT BESTSS CO.  ....0cceeecsecessccescseeses 417 
I 100 
CE 16) 
Dixie-Home Stores .. 42 
First National Stores . 354 
Fisher Bros. Co. ..... 69 
Food Fair Stores ... 142 
Grand Union Co. . 116 
Great A. & P. Tea Co. . 2,837 
IIE WII - xescnesaresnenncntetoninceteniintiies 154 
Kroger Company 826 
ff eee 31 
National Tea Co. — 270 
kk Eres 69 
Safeway Stores . siadtied 1,277 
Stop and Shop . PEMA 46 
Winn & Lovett Groc. Co. ................ 81 
Chains—Variety, etc. 

A. &. Beck Ghee Corp. ............csccss+0. 42 
ou Cd Le 25 
EE Is, IIIS - ccncisccdnannnscensennstions 75 
Gamble-Skogmo, Inc. ................66006 152 
fe BR Ee 234 
H. L. Green Co. ......... ; es 102 
LE 27 
G. R. Kinney Co 35 
S. S. Kresge Co. ..... = 289 
S. H. Kress & Co. ......... 165 
McCrory Stores Corp. dean 98 
McLellan Stores Corp. . 56 
Melville Shoe Corp. ................. 84 
G. C. Murphy Co. .............. 138 
I SII 3, sccnisscccioccsdenepesvoctnans 58 
a ES eee 135 
Peoples Drug Stores ............0::c0ccessse000. 47 
Reliable Stores Corp. .............:c0s00 25 
a 174 
TOS COPD. GE AGRE. ccccsccecsecscscecesceccesss 38 
Thrifty Drug Stores Co. .................... 44 
Unit. Cigar-Whelan Stores .. 77 
Walgreen Company ................. 163 
Western Auto Supply Co. . ot 126 
FH. We WEOIWOTER CO. vccccccsecccccssccecsese 624 
Mail Order 

gS EE 


National Bellas Hess ............. 
Sears, Roebuck & Co. 
Spiegel, Inc. 
Montgomery Ward & Co. 


Department & Specialty 


I TID GOIN, * oscnssccecceccsicncecncnsemsesneni $4 9 
Associated Dry Goods Corp. . 
Barker Bros. Corp. 
Best & Company ......... 
I I itil sencnscenisassasntnndenieeinniadinn 4 
Broadway Dept. Store . 
Lane Bryant, Inc. ......... 
Bullock's, Inc. 
Burdine’s, Inc. ...... 
Carson Pirie Scott & Co 
City Stores Co. ..... 

Consolidated Retail ‘Stores baie 
CHOWIET, BEMMSE Be CO. ...0cscccesecssocsccccorcecseee 6 
Davidson Bros. 
Emporium Capwell Corp. ...................... 
I ial cela a cinernccaedsnsbanseneeniempnns 
Federated Dept. Stores ..... 
Marshall Field & Co. ..... 
Gimbel Brothers .......... 
IE, III 00s. sccscsisoscocceecouncotetons 9 
Grayson-Robinson Stores 
BU ME, II ooo ccccecescccsevessvnsscnsunntseness 29 
Halle Bros. Co. 
Hearn Dept. Stores . 


OS EE 83 
I SN css crtccrsecenesenscouscsessoseasstente 42 
NN ila iccnntsinécintsspentsnnonnvciionnss 54 


BUOWOTE BOGGES COG. 0c.:00sccecccccsscesseesesees 31 
Interstate Dept. Stores ....................0000.. 67 
Kobacher Stores ....... ‘fa 
Lerner Stores Corp. . 
R. H. Macy & Co. .. 
Mandel Brothers . 
Mangel Stores Corp 
May Dept. Stores Co. . a vere 407 


| 44 
Mercantile Stores Co. ............ccccccseessceseenees 119 
Miller-Wohi Co. ....... saatictidinienteintdalas Ta 


National Dept. Stores Co. Pane RSE 90 
ITS, BI crestesceseccsccccsecceesse 

J. C. Penney Co. ..... 
Sl 
Richman Bros. Co. . 
Rike-Kumler Co. ......... 
E.R nee 
Scruggs-Vandv’t- Barney | 

Stix, Baer & Fuller Co. 
I lon ciccomsecenennnavsnoniblaies 
Western Dept. Stores" és 

Wieboldt Stores . seandibiuadbietineeiadiaad 
Woodward & Lothrop _ ‘ i 
TOE TEPID ecceneccencnsctsscensccacoscecersesere 37 


The above classifications are not clear-cut, and numerous companies overlap. In 
certain cases, the sales totals given include some wholesale as well as retail business. 
The list excludes several of the larger stores which do not publish sales figures, such 
as B. Altman & Co., Block & Kuhl Co., J. L. Hudson Co., Stern Bros., Strawbridge 
& Clothier, and John Wanamaker. *8 Months. **13 Months. 


values, which in most cases are 
said to be far below present re- 
placement costs. 

Although detailed expense fig- 
ures showing wage and salary pay- 
ments are not reported by most re- 
tailers, 22 of the larger organiza- 
tions that do give such data showed 
total payrolls of $869,000,000, 
which was more than nine times 
the $91,000,000 paid in dividends 
by the same companies. 


a “While some of these large re- 
tail organizations are still closely 
held, or controlled by the fam- 
ilies of the founders,” the news 
letter says, “others have an un- 
usually wide distribution of owner- 
ship. Sears, Roebuck, for example, 
has shareholders in all of the 
states and U. S. territories, as well 
as in 35 foreign countries. Of its 


DOES She READ 
YOUR ADVERTISEMENT 


a.) 


Pilar lives in Ilocos Norte and speaks Ilo- 


cano, a Philippine dialect. Her favorite 
weekly is BANNAWAG which is printed 
in her own language. 


lf your advertisement appears in BANNA- 


WAG you cover the potential Ilocano re- 
gion in Northern Luzon—a very vital Phil- 
ippine market for American goods. It is 
composed of 13 provinces including the 
summer capital of the Philippines; Baguio 


City. 


But do not overlook other Philippine mar- 


kets where different dialects are spoken. 
BANNNAWAG is only one of eight 
RAMON ROCES publications. Together 
they make up the only group to reach 


‘Ramon Roces Publications 


MANILA+ PHILIPPINES 3 
LIWAGWAY -Bannawag - Giscyc-HILIGAYNON - RISLAP 
PARUPARO- Ph pric KG *Jagalog KLASIKS 


effectively Filipino buyers from the north- 
ernmost part of Luzon down to Minda- 
nao. The RAMON ROCES Group covers 
them all by dialect sectors and buying 
groups with a readership of over 2,000,- 
000. 


Issue one space contract, supply English 


mats or cuts and your advertising will ap- 
pear in the dialects in all important Phil- 
ippine markets. 


Consult your advertising agency or write 


for further details to our United States 
Representative: ALBERT CAPOTOSTO, 
270 Park Avenue, New York City, Murray 
Hill 8-4777. 


\ | 
J 


{FENTON LABEL CO 


' 
'@ Please send prices and samples of shipping /e! 


Peeeerececee 
; 


93,534 registered shareholders, 
about 43% are women, 37% men, 
and 10% joint tenancy accounts, 
while the remaining 10% are cor- 
porate and trust holders. More 
than one-fourth of the stock is 
owned by men and women who 
work for the company. 

“The shareholders other than in- 
dividuals include 7,198 trusts and 
trustees, 287 charitable institu- 
tions, 246 schools, colleges and 
universities, 160 churches, 149 in- 
surance companies, and 103 hos- 
pitals.” 


Appoints Ken R. Williams 

Stanley-Guerin Co., New York 
agency, has named Ken R. Wil- 
liams, formerly publicity director 
for Modern Merchandising Bureau, 
as promotion director. Mr. Wil- 
liams will head fashion accounts 
and serve as an executive asso- 
ciate. 


Friden Promotes Taylor 


L. B. Taylor, domestic sales man- 
ager, has been named general sales 
manager of Friden Calculating Ma- 
chine Co., San Leandro, Cal. 


STRIKING LABE 


9 adhesiv‘ 


__ Increase sales, dress-up your packag: 

| speed up deliveries with FENT-ONAN - 

| labels. They're different -the on 
labels of their kind made. 


Write TODAY for samples & price: 


DEPT. 14, S06 RACE ST. PHILA 6. P 


and stickers for_ 
TYPE OF PRODUCT) 


Name _ 


a | 
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Footnotes 
PD ee cnn By G. D. CRAIN JR. 


So much time and effort are 
expended in planning and holding 
business conventions that it is dis- 
appointing when the proceedings 
fail to get the publicity which 
their interest and importance sug- 
gest. 

Many times, it has seemed to this 
old convention-goer, everything 
about a convention has been given 
full attention and planning except 
the matter of news coverage by 
business and other publications. A 
little extra effort would provide 
the publicity spotlight which is 
usually desired by officers, mem- 
bers and speakers. 


s The Southern Newspaper Pub- 
lishers Association, which recently 
met at Mineral Wells, Tex., has 
an excellent idea in printing the 
reports of officers and committees 
in advance. This means those mak- 
ing the reports can merely com- 
ment upon them, providing empha- 
sis where necessary, and time is 
saved for the convention. At the 
same time those reporting it have 
the full record of this part of the 
meeting. 

The National Industrial Adver- 
tisers Association, which met last 
June in Buffalo, had a fine pub- 


so Pn licity setup. Not only were re- 
es, such @ eases and summaries of impor- 
wbridge B tant speeches provided promptly, 
but editors who left town before 
the meeting was over received 
olders, # complete releases and pictures by 
> men, § mail. 
counts, # The National Association of 
‘€ COr- 7 Broadcasters always does an ex- 
More cellent publicity job, as its press 
ock is Froom is well manned and copies 
n who fof speeches and summaries are 
: provided immediately after deliv- 
an IN- Bery, Plenty of typewriters for re- 
ts and § porters who write their stories on 
nstitu- Bthe job are always available. 
s and 
yh «Some of the difficulties ex- 
perienced in reporting conventions 
are these: 
Programs are often not available 
- York in advance. Many editors like to 
Wil- arrange for manuscripts and pic- 
irector @ ures of speakers ahead of time, 
‘ureau, @'2US solving a large part of their 
_ Wil- § Production problems. 
counts Many printed programs fail to 
asso- § identify speakers and officers with 


their companies and cities. They 
may be familiar to members but 
not to outsiders. 

Many so-called “off-the-record” 
talks (and sometimes they are 
staged that way to emphasize their 
importance) are often delivered 
without restriction at other meet- 
Ings. 

When conventions are held in 
-of-the-way places, telegraphic 
lities are often inadequate. Pro- 
ng the necessary wire service 
ild be a part of convention ar- 
gements. 


he same comments apply to ar- 

| Zing for photugraphic service. 
'Ss pictures are in demand, and 
ie a few associations take their 
photos and offer a selection 
ublications, some of the latter 

‘ er to make their own arrange- 
ts, if a photographer is avail- 


good plan for most large con- 
ions is to have an experienced 
icity man in charge, and to ar- 
e a press conference with lead- 
of the association. Key speak- 
should outline the significance 
various features. This back- 
ind material is useful. 
g00d convention deserves good 
| orting, and often it doesn’t get 
cause no one in charge has 
oted enough attention to mak- 
provision for service to rep- 
fsentatives of the fourth estate. 
ays to do so. 


Leeaeeceeeeeceeedd 


Butler Paper Opens Branch 

Butler Paper Corp., Chicago, has 
opened a branch warehouse opera- 
tion in Sacramento, Cal., under the 
name of Pacific Coast Paper Co., 
at 1021 Front St., with William R. 
Scott as manager. Mr. Scott was 
formerly with Scott-Naake Paper 
Co., Sacramento. 


‘Patriot Ledger’ Ups Price 
The Patriot 


4¢ to 5¢ a copy and 30¢ weekly, de- 
livered. 


Ledger, Quincy, | 
Mass., has increased its price from | 


11 


Names Luckoft, Wayburn 


The City of Detroit, Department 
of Street Railways, has retained 
Luckoff, Wayburn & Frankel, De- 
troit, to handle its advervising. 
Newspaper, radio, outdoor poster 
and street car advertising will be 
used. 


OTYPE co. 
re ec ae 


Names Berens Organization 


United States Air Conditioning 
Corp., Minneapolis, has named 
Berens Organization Inc., New 
York, as public relations-publicity 


Total MIRROR advertising linage 
through October 1949 


JULY 675,389 lines 


In Los Angeles 


you'll look BIGGER 


IT'S NOT MAGIC... 


... but it's done with MIRRORS! 


Speaking of THE LOS ANGELES MIRROR of course! We could have 
shown THE MIRROR’S spectacular growth in advertising by the usual pie 
charts, but the great Yeager has done it so much more dramatically with the 
famous multiplying ball trick . . . so without further ado, ALAKAZAM .. . 
ALAKAZAR ... 


Torx 


FEBRUARY 273,056 lines 


MAY 712,654 lines 


AUGUST 707,938 lines SEPTEMBER 809,640 lines OCTOBER 824,813 lines 
Thank you Yeager . . . but any advertiser knows how that trick is done! To 
increase advertising linage you simply give the advertiser better results — at 
lower cost. And that’s exactly how THE MIRROR does it! Mr. Yeager (who 
is a star MIRROR advertising salesman) or any other MIRROR representative 


will be glad to tell you more about THE MIRROR’S result-getting magic! 


wt iRno® 


. °S 
in... © HERES ints 


TESS 
PISTeS 


R VIRGIL PINKLEY, 
We rite 


EDITOR AND PUBLISHER 


REPRESENTED BY O’MARA & ORMSBEE, 
New York Detroit 


e Chicago ° © San Francisco 
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Improvements in Advertising Competitions 


Within the past ten days, two very significant movements in con- 
nection with competitions to select “best advertisements” have taken 
place. 

One was the presentation of “advertising performance awards” 
by the Advertising Club of Cleveland, culminating a three-year pro- 
ject designed to recognize advertising for its performance, rather than 
on the basis of its appearance, its appeal to a jury of advertising peo- 
ple, or any other extraneous considerations. 

The other was an editorial in the November issue of Advertising 
Agency and Advertising & Selling, which for a number of years has 
sponsored annual advertising awards. The magazine announced that 
this year it will again award a gold medal to a man for his dis- 
tinguished service to advertising, but that there will be no awards for 
advertising. 

“This,” said the magazine, “is a change made in recognition of the 
progress made in scientific measurement of advertising effectiveness. 
The only true measure of an advertisement’s effectiveness is whether 
or not it accomplishes its mission, whether that mission be to secure 
acceptance for a product or for an idea. Success in either respect 
cannot be determined by a jury of men, however competent, spend- 
ing a few hours studying the competing merits of hundreds of ad- 
vertisements. All that they can produce is an opinion, and while it 
may be better than other opinions, it may not reflect the true ef- 
fectiveness of the advertisement’s message.” 

We would be less than human if it did not give us peculiar pleasure 
to report the Cleveland project, which we vigorously supported in its 
infancy three years ago, and equal pleasure to note the stand of Ad- 
vertising Agency and Advertising & Selling—since it coincides so 
fully and completely with the stand we have consistently maintained 
for many years. 

Advertising must be judged on the basis of the job it performs, 
not upon the quality of its writing, the elegance of its art, or its ap- 
peal to a jury of fellow craftsmen. And all too frequently, bad ad- 
vertising which looks good has been given prizes in competitions, in 
preference to much better advertising which didn’t appeal so mtch to 
sophisticated tastes. 

We applaud the action of the Cleveland Advertising Club in setting 
up awards based on performance against a specific objective, and 
the discontinuance of the Annual Advertising Awards based on a 
jury’s judgment, as equally important steps in advancing the long- 
term interests of advertising. 


The Office Christmas Party 


Now that the Thanksgiving turkey has been thoroughly digested, 
we look forward with strangely mingled feelings to that national 
institution of the white collar worker, The Office Christmas Party. 

Conceived in the joyous Christmas spirit, and dedicated to the 
proposition that something more than the weekly paycheck holds an 
organization together, The Office Christmas Party is a noble institu- 
tion, but one that all too often has lost its virtue in succeedingly 
longer excursions down the primrose path. 

To be specific, it too frequently starts out to be an office party, and 
ends up as an alcoholic brawl, with hangovers and red faces destroy- 
ing the good which might have been accomplished. Definitely The 
Office Christmas Party has a remarkable tendency to get out of hand, 
and it should be pulled up sharply. 

In the last analysis, the responsibility for what becomes of this 
fine old institution is an executive responsibility. No one wants to be 
a wet blanket at such a party, and executives naturally have no 
desire to inhibit the social life of employes. But example is still a 
powerful force, and it’s up to the executives to set the proper example. 


Capt. 1042, Sue 065 Times Co. 
AM NahU rene 


—Lichty, Chicago Sun-Times 


“They‘re always thinking up something new to put in their soap ...seems they could 
put something new in their radio serials.” 


What They're Saying 


Advertising Age, November 28, 19.9 


> 


Rough Proofs 


Bill Harshe thinks that Jd 
Hatch, of Paxson Advertising, Be 1. 
ton Harbor, Mich., couldn’t hae 
found a more appropriate busi- 
ness. 


Ruth Dice noted with interest 
that Continental Soap Co. makes 
not only Bubbulated Fazt but also 
Cain’s English muffins, and she 
hopes the products never get mixed 
up. 


ADVERTISING AGE has discovered 
that salespeople in retail drug 
stores aren’t much help in select- 
ing brands. That’s why advertis- 
ing men were born. 


R. E. Windland noted an ad of 
Mobil tires which said the rubber 
outlasted the car, and he wondered 
if the owner maybe failed to use 
Mobil oil. 


“Former users of network radio 
turn to spots,” headlines the world’s 


Where Wages Come From 

Wages are not drawn from cap- 
ital but from the value created by 
the labor itself. Wages come from 
production, and production invari- 
ably precedes the payment of 
wages. It is not too much to say, in- 
deed, that wages are production. 
This is readily seen in the case of a 
man working for himself. Where he 
works for another, the employer in 
effect buys from the worker at the 
end of the week the worker’s share 
of the product. Wages are no more 
drawn from capital than are the 
checks of depositors drawn against 
the capital of the bank paying the 
checks. Since capital is a product 
of labor, it is absurd to say that 
labor cannot be employed until 
after capital has been accumulated. 

The belief that wages are drawn 
from capital is largely responsible 
for the enmity between labor and 
management, workers feeling that 
they are a class apart and that em- 
ployers, the owners of capital, are 
“holding out” on them... The same 
belief contributes to the muddled 
thinking concerning the relation 
of wages to profits and the cost of 
living...Out of the same belief 
spring the reiterated demands for 
higher wages and a shorter work- 
week with never a hint of in- 
creased production. It helps ex- 
plain feather-bedding, stand-in 
jobs and other dishonest make- 
work practices. 

The truth is, of course, that em- 
ployers no more owe workers a 
living wage than workers owe em- 
ployers a living profit; and that a 
strike is no more justified because 
the employer is rich and greedy 
than if he were poor and generous. 
The exaction of pay for work not 
performed is simple theft. Em- 
ployers are no more obligated to 
raise wages merely because profits 
are high than is labor to work for 
nothing when there are no profits. 

Wages should be based neither 
on employer earnings nor worker 
needs. Wages come from produc- 
tion and should be based accord- 
ingly. 

Both capital and labor are 
robbed of a large part of their just 
returns by our tax and land laws 
which permit the rent of land to 


flow into the pockets of private 
land owners, no one of whom did 
any more to give value to land 
than did any other individual in 
the community, instead of its being 
taken by the community for com- 
munity needs. Thus cut off from 
its natural source of revenue, the 
community must resort to heavy 
taxation on capital and labor pro- 
ducts. Thus it is that both capital 
and labor are wronged. They 
should recognize that great truth 
and quit fighting each other. And, 
when once the true facts are seen, 
there will be an end to the bicker- 
ing and friction and name-calling, 
to say nothing of the strikes and 
violence, that spring from the 
wholly false concept that wages 
are drawn from capital. 


—John C. Lincoln, President, Lin- 
coln Foundation Inc., and Board 
Chairman, Lincoln Electric Co., in 
“The Lincoln Letter” for Nov. 8, 1949. 


Short Business Memories 


I am amused by the universal 
wailings of business men over the 
fact that buyers are not respecting 
their wartime ‘“never-to-forget- 
the-favor” promises. 

Remember when, in the war- 
time stress, you took care of an 
account in the belief that they 
would stick with you afterwards? 
Remember when your customer 
used to yap about some other sup- 
plier and make dire threats be- 
cause he wasn’t being taken care 
of? Now look at the damn thing. 

Requests for bids go out to 
everyone—new suppliers, old sup- 
pliers, to those who took care of 
them through the war and to those 
who didn’t. Price is the thing. 

I guess the word “loyalty” is 
still in the dictionary. Or maybe 
they’ve taken it out of there, too? 

I can understand some of the 
younger men. being fooled but the 
thing that really amazes me is that 
some of the men who are now com- 
plaining went through the very 
same experience after the first 
World War. What makes them 
think that human nature has 
changed? Or improved? 


—Irving B. Hexter, President, Indus- 
trial Publishing Co., Cleveland, in 
“One Publisher's Viewpoint.” 


greatest advertising journal. 
Are they just being a little more 
selective? 


The National Better Business 
Bureau says anti-histaminic drugs 
have a place in cold therapy, but 
urges advertisers to be restrained 
and conservative in their claims. 

In full-page space, maybe? 


“Coffee interests differ on wheth- 
er shortage exists,” a news story 
says, but there’s no difference of 
opinion as to what’s happening 
to the price. 


Fibber McGee and Molly lam- 
pooned the street car conductor 
whose designations of street inter- 
sections no one can understand, 
thus giving the train caller a well 
merited rest. 


“I get no impression of advarc- 
ing civilization out of the singing 
commercial,” comments Herbert 
Hoover. 

Maybe he’s tuning in the wrong 
programs. 


Woman’s Home Companion 
shows Bill Sittig making a pich 
to Otto Stadelman and offer ng 
him a fountain pen. 

Question: Did he use it? 


Every daily and weekly ne 's- 
paper in the U.S. will carry ‘Xe 
same size ads for the Ameri 2 
Medical Association next yi‘ 
Clem Whitaker says. 

That makes it almost too e SY 
for the space buyer. 


Little Lulu, the Kleenex ga! * 
now getting top billing on a Bre :¢- 
way spectacular. 

Bet she’s having just as mich 
fun as the advertiser. 


Copy ( UB. 
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Half the Philadelphia Market 
lives outside the city limits ! 


Sometimes called “the better half”! We refer to the pros- 
perous suburbs, cities and communities that surround 
the city zone. Include these in your advertising plans if 
you want the whole rich Philadelphia market—third big- 
gest in the country. 


Read the chart at right and see how amply 
THE INQUIRER covers every district—every hamlet— 
within a 40-mile radius. Add to that the necessary city 
coverage, and you'll understand why media buyers use 
THE INQUIRER more than any other Philadelphia paper. 


A typical street in Jenkintown ...10 miles from Central Philadelphia 


GET MORE THAN THE 
HUB...GET THE WHOLE 
RICH MARKET! 


Daily Sunday 
INQUIRER INQUIRER 


%Jo of Family Coverage 


71.5 | 86.9 
69.2 | 88.2 
ao mites 63.8 | 84.8 
WITHIN ¢— a 
40 MILES 60.4 | 82.5 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Inquirer Ff 


Exclusive Advertising Representatives: 
TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 
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Ad Functions 


Need Restudy, 
Coulter Says 


Cuicaco—The changing func- 
tions of advertising require con- 
tinuing changes in objectives, or- 
ganization, programs, personnel 
and budgets, Thomas H. Coulter, 
partner in Booz, Allen & Hamilton, 
management consultant, told mem- 
bers of the Agate Club here last 
week. 

To emphasize the ever-chang- 
ing concepts in the use of sales 
tools, including advertising, Mr. 
Coulter cited the advent of the 
supermarket and self-service, and 
the decline in personal selling. 

In today’s self-service food store 
operations, he said, advertising is 
no longer just an accessory sales 
tool; “it is the only major sales 
tool the manufacturer has left to 


ed 
Tt a 
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IMPLEMENT & TRACTOR 
provides the leading dealer- 
jobber circulation in the farm 
- equipment field. 


IMPLEMENT & TRACTOR 
has the highest subscription 

; rate. Its readers pay more be- 
cause | & T’s 10 exclusive 
editorial features and business 

. services are not duplicated by 
(any other farm equipment 
publication. 

§ IMPLEMENT & TRACTOR 
is the only publication in its 
field to win the “Pulitzer 

* Prize of Industrial Journal- 

+ sm". Twice, | & T received an 

~~. Industrial Marketing award 

for editorial excellence. No 

other farm equipment publi- 

~ cation has ever been awarded 
this honor. 


IMPLEMENT & TRACTOR 
carries the leading advertising 
volume—proof of its superi- 
ority in the farm equipment 


field. 


IMPLEMENT & TRAC. 
TOR’s leading dealer-jobber 
coverage, highest subscription 
rate, proven superiority and 

- + leadership in advertising vol- 
ume make it the farm equip- 
ment industry’s basic publi- 
cation, 
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direct and control the consumer 
as she moves through the aisles of 
a supermarket.” 


a “The trend toward self-service 
in food is also evident in as widely 
diverse establishments as gasoline 
filling stations and lumber yards. 
And indications are that the vend- 
ing machine industry is beginning 
to demonstrate its potentialities, 
especially in impulse buying. There 
is little question but that advertis- 
ing is being asked to bear an ever- 


increasing responsibility for mak- 
ing up the consumer’s mind.” 

Because advertising’s function 
must be reappraised regularly, 
and brought into true perspective 
in the total sales picture, a num- 
ber of his company’s clients ask 
Booz, Allen & Hamilton to make 
management audits once a year, 
thus evaluating advertising’s po- 
sition and the requirements for 
continuing progress. 

In selecting a management con- 
sultant, Mr. Coulter said, the com- 


pany should use the same kind of 
process it employs in selecting an 
advertising agency. About 35 of 
the successful companies have 
formed an Association of Consult- 
ing Management Engineers, which 
provides confidential data on the 
qualifications of all members of 
the profession. 

Advertising attracts an unusual 
amount of attention, he said, not 
only because of its importance in 
a well-rounded sales program “but 
also because everyone in the or- 


Advertising Age, November 28, 194) 


ganization from the chairman cf 
the board down to the office bo, 
has ideas about what the advertis- 
| ing program should be, and doesn | 
hesitate to let them be know, 
oftentimes on a_ high-pressure 
basis.” 


w Frequently the ad director’s re- 
quest for a bigger budget or staj/f 
is viewed as an attempt to boost 
prestige, Mr. Coulter said. Outside 
counsel can establish the facts. 
“We are almost always counse!- 


F OR THAT MATTER, even the Pacific Coast is different from 
any other area in the United States. It’s big, it’s almost entirely covered with mountains up to 14,495 feet 
high, and its markets are far apart. 
To cover this vast, rich area is a different coverage problem. The great distances, the mountains, the 
low ground conductivity make long-range broadcasting impractical... yet Don Lee is the only network 
that does not rely on long-range broadcasting. 
Only Don Lee is especially designed for the Pacific Coast. 
Only Don Lee offers coverage that gives each market a local network outlet of the proper size to com- 
pletely cover that market for the least possible money expended. 
Only with Don Lee can you tailor your network radio coverage to your distribution. You can buy all 


LEWIS ALLEN WEISS, Chairman of the Board * WILLET H. BROWN, President « WARD D. INGRIM, Vice-President in Charge of Sales 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA * Represented Nationally by JOHN BLAIR & COMPANY 


Of 45 Major Pacific Coast Cities 


ONLY 10 3 8 24 

have stations have Don Lee have Don Lee have Don Lee 
of all 4 and 2 other and 1 other and NO other |“ 
networks network stations network station network station 
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i) g Management and _ directors 
a ainst the practice of starting cost 
juction programs by a reduction 
the advertising budget,” Mr. 
Coulter declared. 

It does so for three main reasons, 
ho said: An advertising cut gen- 
e ally causes a sales reduction, 
with “serious effects on profits as 
well as costs”; it’s an “easy way 
out” because results aren’t always 
immediate and are difficult to 
measure; and “we know there are 


many opportunities for other re- 


= 


ductions of costs which will im- 
prove the operations rather than 
handicap them.” 


Newman Forms Own Company 


Charles H. Newman, formerly 
general sales manager of Ekco Pro- 
ducts Co., Chicago, is opening a 
sales agency, Charles H. Newman 
Co., to represent and advise man- 
ufacturers in the housewares and 
appliance fields, effective Dec. 1. 
His offices will be located in the 
Merchandise Mart, Chicago. 


Names Burnet-Kuhn Agency 


Burnet-Kuhn Advertising Co., 
Chicago, has been named to direct 
the advertising and promotion of 
Neenah Paper Co., Neenah, Wis., 
manufacturer of bond, ledger and 
specialty papers and index bristols. 


Doner Names Pickens 


Arthur Pickens, formerly with 
Schwimmer & Scott, Chicago, has 
been appointed radio and televi- 
sion director of W. B. Doner & Co., 
Chicago. 


Fleming Appointed A. M. 


Tom Fleming, assistant advertis- 
ing manager, has been named ad- 
vertising manager of NJ (National 
Jeweler), Chicago. He succeeds 
Irving G. Jensen, who has joined 
Jacoby-Bender Co., New York, 
manufacturer of watch bands. 


Shenton Names Gallagher 


John S. Gallagher has been 
named vice-president and account 
executive of K. C. Shenton Adver- 
tising Service, Hartford, Conn. 


or part of Don Lee’s 45 stations to match your distribution requirements, with no waste. 

There are about 14 million people on the Pacific Coast. Only Don Lee sells them where they live— 
where they spend their 15% billions per year, and Don Lee sells them from their own local network stations 
with all the local selling influence enjoyed by such a station. 

If selling the Pacific Coast is your problem, remember coverage is different on the Pacific Coast. Use 
the only radio network especially designed for the Pacific Coast: DON LEE. 


Don Lee Stations on Parade: KAFY—BAKERSFIELD, CALIFORNIA 
Bakersfield is the county seat of the famous Golden Empire of Kern County and the hub of the fabulous southern San 
loaquin valley. Surrounded on three sides by high mountains, this important market cannot be effectively reached by “long- 
listance” broadcasting. When you buy the Don Lee network you get KAFY (recently granted a CP for 1000 watts at 550 
ke.) which delivers your selling messages locally to the people where they live—where they spend their money. 


The Nation’s Greatest Regional Network 


Bg ee faye Me tek Ba, Meaty ieee me ea ier bath ibe Ne aaed beat AS a, ON gee 
eS cad fe ee ate eRe Mag tet bo an EIU Se ae ON aha Raine aed, BEEN SLD fey ee Ae ee 
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Marsh Stencil Names Wright: 
Establishes New Division 


Robert E. Wright, formerly sales 
and advertising manager of Cush- 
man & Denison Mfg. Co., New 
York, has been named sales man- 
ager of the newly formed Felt- 
Point pen division of Marsh Stencil 
Machine Co., Belleville, Il. 

The new division will market 
a new line of individual marking 
and drawing Felt-Point pens and 
inks. The new pen combines the 
features of a crayon, chalk, china 
pencils and other marking ma- 
terials. 


Reliance Names Murphy . 


Marge Murphy has been ap- 
pointed advertising manager of the 
woman’s division of Reliance Mfg. 
Co., Chicago, succeeding Mrs. 
Marion Schmidt, who has joined 
Brookes & Sons Co. Miss Murphy 
has been with the company for 
14 years. 


Appoints Douglas Philpott 


Douglas Philpott has been ap- 
pointed vice-president of Transit 
Advertising Co., Toronto. 


Everywhere you look 
it’s EXCELLO Printing! 


e PRINTED BETTER 

© PRINTED QUICKER & 

e PRINTED TO FIT _ 
YOUR BUDGET 


One of the outstanding offset 
and letterpress printers in the 
Middle West! 


xcet.tLo Press... 


400 North Homan Avenue 
Chicago 24, Illinois 


NEvada 2-2100 


eee f cee ‘iy * ‘4 Pa ar it a A oy ae a a, + a ee Ta he le BA ONY Se eae Coe ae yk a _—s ’ a oe 
Dyers seis sie 4 mn fyi Shai mee he ore ear ae Se ae mae tie sch igi ua Dee eee eae een Ne oe ae eae aS Mee igh? ae : 
ie Jil RO RS aap R poe a ieee ern ee - : oo — ‘ ine nce = bet Pe eee - = ae as eS Ja ie 2 oF Be gee ng ya eee Pa . oe a ae : : Mg ee OS at * Si 4 
ee fy Oe ee CE ee ae oe ee ae eae Pe sae, re es sgutieame i... Mies, io ia 
Be SO celle: SMM Sper i, -.  l gee te Be ee ee ee ee 
, i : 
oS 
10) © we Bien 
erti - ee 
e8N [ | ; 
LOW), F 
ssule Po F 
a 
uP. eC | a 
staf | . 
boost Po 
itsid: 
ts. 
use) - 5 ee | | 
ee ———————————E ee zs 
a 
acer: 
ae - 
; te 
4 = *. > eee 26 Se C- _ en rary 
Le : Per” ? ee 
"? » f 4 2 i ea no blight risen Oe Re Pate 7 PO 
/ ME : : - 
3 . oi i ; J ty a aie: 
t ‘ ~_ Nae { \' ‘ > ee 
u 7) ae Co : . eee dee a. 
a Aj \ ‘ ™ be! Bg ¥ 1} ‘ : oe naw . a 
*f a yy . eg . aueanadl e . ’ , ‘ 
| Y ao * ™~ cada ve 
ese ») eo eo a y | | 
“4 7 wis tam ‘5 ‘ae } i ae" $ . - . = a € , \ 
: ee ees 4 ‘ a ae ) be Py é a 
Rees se \Va ¢ ’ ie f 
al | , a a a e £4 Pe ' a ‘¢ , : 2. 
| F i & me ? : 3 t Res eh. 5 ‘< ; : % ‘ 
“ eed a. va eee ' & ia L4H » ‘eae 3 CFP a! - ; 
~ aa oe eed f f Z yi eee Ae t Mae he oe : hh Ms . we 
eee J fags | ’ + ee ee ‘5 { RS ay . P 
; a.) az ‘de ps v2 a ; ane 4 i J es é Bey ' yi, j Mage : y . “ ; = = > 4 - | 
. Ps : 44 ; te ter | . ey 23 ut ee <a 0°? . "= in “Ey ioe -_ . NER MS « 
—a * aay i i Se nh : H - q i fae - 5 : 5 ‘ a 
(ec ee * a eee ; yas j 
— 1 b af ¢ em | e " a. i a ae Rea aie .  \ oan ; 
she Pe eh 9") Ba , " 
- - et — NED og matt — 
all eos gees fh) Ree : ee .<- > 
* j “ oo. £8) Ge ———  _ : = ite a i | 
F a a de a ca Vis. : te a - fe PR Ee tans / % ae 
j - % = x : “=. bf «ty ; om ee _ 4 ma i . 7 
Hj q y & H if . ee! fm ss] eeenee,. 4 ] 7 
™ b r a .. big 
i] a attag ft el ; z- ‘ 
rr dat tt oe 7 ite a v 7 
Pee > 4 5 aay . : - ; : 
| a || ecm | 6a : 
tage : ' : | on 
i Vie ee, VESMEG , 
. . “4 ‘ rt , ‘ , . “a : a ’ be , ® ee 
‘ ie = 
rs oF, 
‘ wer F a 
- f° wy ; - a i 4 
v fu ee — a ff 4 : a 
ee s 3 ‘ 4 : i Ter 
DNSa S- Pl : 
a, es ™ = 
owse ye Fs. an | — “7 yg ire 
Ki ‘ees “i 4 i ene 
et 
ai ' 7 
ws a 
tee hgh ie 
; ts oe 
ats Sab) | 
PS a 
ill \ a 
Beary 
a. 
} ‘ ae a 
' Wie, vse 
i ve oo oe in i le 7T lle Naan. Fea : 
os » ge tL. bie is 
ee 
TO gs gare Bess a pe ne 
res « . ons Lite . sags ae cm 
” Ome . — ee = an Pm. 9 : ae 
‘ ) GRR es j Rie, ee Ne - 
7 § “x an, 4, <" / : x . = "I oo 
?, i, rvs = ; .& / i ( ~~ 7 
i y %;. me i a 54 eit " ii 
5 A ef ex Sy. 7 D we LE E > , & gt . > 4 
“4 4 ‘saa oil “ be a i 3 . % = . . " i= é (zs ‘ 
‘hag ; P : wee o ; Pi ¥, a ig Y i 
i BROADCASTING SYSTEM “Aas . 
- : ~ = a ' 
=p. . . ee . | - 
he 
Le sd 
i i. 3 
‘ oon ; ; fie oe - ook rage aie tse AS Siete oh Tey? es : a Rae RR a aia : ava ees 
: eae Cee Se if) RSE oe ng a eee er Peta Oe Sas ap TS eee dae ee oe RP eee oe ey erg crs Ghee ea rata te ahias fe AECL saan 4 of ste ¢ MEER Lc a » 


18 


WPBC Begins Operations 


WPBC, Minneapolis, has begun 
broadcasting on 980 kc. under the 
management of Peoples Broad- 
casting Co. The station will be in 
operation from 6:30 a.m. to 5:30 
p.m., with studios at Stinson Blvd. 
and Broadway. William V. Stew- 
art is president and general man- 
ager. John W. Ware is sales man- 
ager and Thomas J. McCrum, pro- 
duction manager. 


THERE'S NO FINER 


ARTIST'S BRUSH 
ANYWHERE! — 


CRAFIINT 


SERIES A" GENUINE RED SABLE 
WATER COLOR BRUSHES... 


are scientifically made of only 
the finest imported red sable 
hairs .. . Fits the hand per- 
fectly—Forms a perfect needle 
point. Available in ten sizes. 


At your dealer or write direct. 


THE CRAFTINT MFG. CO. 
1615 Collamer Ave., Cleve., yy, 


WNAX Shifts Three 


Robert B. Donovan, sales. promo- 
tion manager, has been transferred 
to the sales department of WNAX, 
Yankton-Sioux City. Dick Harris, 
assistant promotion manager, has 
been named to succeed Mr. Dono- 
van as sales promotion manager. 
Guy DeVany, formerly publisher of 
the Plain Talk, Vermilion, S. D., 
has been appointed to replace Mr. 
Harris. 


Ekco Signs Two TV Shows 


Ekco Products Co., Chicago, has 
signed for two television partici- 
pation shows—“Window-Shop- 
ping,” on WBKB, Chicago, Tues- 
days and Thursdays at 6:45 p. m., 
and “Chicago Cooks with Barbara 
Barkley,” on WGN-TV, Chicago, 
Thursdays, 4-4:30 p.m. 


Wurlitzer Names Palmer 


A. D. Palmer Jr., who for the 
past year has operated a public re- 
lations consulting service for west- 
tern New York industrial com- 
panies, has been named advertis- 
ing and sales promotion manager 
of Rudolph Wurlitzer Co., North 
Tonawanda, New York. 


Booth ‘Phones Sell 
Paint for Elliott 
at Retailers’ Show 


Cuicaco—Elliott Paint & Varnish 
Co. boosted dealer interest—and 
actual orders—to a new peak 
through recorded sales talks in its 
display at the recent national con- 
vention of the Retail Paint and 
Wallpaper Distributors of Amer- 
ica. 

To win the undivided attention 
of the visiting retailers, even if for 
just a minute, the Chicago com- 
pany placed three handy tele- 
phones on a long desk. “Elliott has 
a message for you” was the slogan 
for the display, and visitors were 
urged to pick up a ‘phone and 
“hear what opportunity has to 
say!” 

The one-minute, five-second 
talks highlighted the features of 
Elliott’s paints and invited dealers 
to take part in the company’s sales 
promotion and merchandising pro- 
gram. The new 1950 program in- 


SELLS PAINT, PROMOTION—Elliott Paint 


& Varnish Co., Chicago, used recorded 
sales talks, via the handy ‘phones’ in this exhibition booth, to put over its story 
to retailers. 


“clean up, paint up” campaign next 


cludes a complete merchandising 
package to be used for the annual 


spring or adapted for an anniver- 
sary celebration or the launching 
of a new account. 

Elliott officials said an encour- 
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The TIMES goes into 8 out of 10 Seattle hUai®S. 
So “bunch” your advertising shots...concentrate, 


frequently, in The 


SEATTLE TIMES —and 


you are absolutely certain of selling success 


in the rich Seattle market! Hundreds of adver- 


Represented by 


(et, Cnehat (epee set Sette temeemeee fe Sem 


New York + Detroit + Chicago 


DOES IT IN SEATTLE! 


tisers are concentrating their efforts toward 
hitting hard the important 8 out of 10 families 
who take The TIMES. The “ONE DOES IT” 
formula will do the job for YOU. 


los Angeles + Son Francisco 


aging number of retailers who lis- 
tened to the talk accepted the in- 
vitation to go to the company’s 
private hotel suite and inspect the 
new program. 

Individual display pieces at the 
exhibition booth featured the 
Deeptone color system, illustrated 
by a revolving color wheel with 
identical rooms in different color 
arrangements; the washability of 
Deeptone decorator colors, by 
means of a con.inuous spray of 
water and a moving windshield 
wiper on Deeptone painted pane s; 
the “whiter than white” quality of 
Elliott’s White Veneer, and the 
one-coat coverage of its Uni-Tex 
flat oil paint. 

McGiveran-Child Co., which 
handles Elliott’s sales promotion 
and merchandising program, de- 
signed the exhibition booth. 


Intimate Wear Group to Meet 


The Sixth California Corset, 
Brassiere and Lingerie Show will 
be held Feb. 12-15 in Los Angeles 
An added feature will be a discus- 
sion by industry leaders on mer- 
chandising, manufacturing and 
marketing problems in the inti- 
mate wear field at a clinic for mer- 
chandising managers, buyers and 
buying office representatives. 


Publishes ‘Times-Union’ 

Paul Miller, editor of the Times- 
Union, Rochester, N. Y., has als: 
been named publisher of the pa- 
per, succeeding Frank Gannett 
The paper is one of the Gannett 
group. 


Procunier to Verne Smith 

M. F. Procunier has joined Verne 
Smith Inc., Chicago, artists’ repre- 
sentative, as a sales executive. 


fn 
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WE'VE BEEN PRODUCING 


Motion 
Pictures 


FOR MORE THAN 39 YE/RS 


industrial ... sales ... anime 
tion . . . public relations . . 
training .. . theatre ads... f om 
20 seconds to 2 hours in len jth. 


A Few Current Productioc 1s: 
@ Federal Reserve Bank 

@ John Deere 

@ U. S. Army Engineers 

@ Commonwealth of Virginia 
@ U. S. Navy ' 

@ International Harvester 

@ Atlantic City C. of C. 

@ Northwest Airlines 


Write or wire for informatic ' 
Reid ‘H. Ray 


sy INDUSTRIES, IN 


| 208 So. LaSalle 2269 Ford Pkwy. 
St. Paul 1, Minn. 


Chicago 4, i, 
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A Shopping Trip Can Tell You 


THE PEOPLE WHO BUY THE 


If you had stopped, for example, at the nylon stocking counter on Gimbel’s 
main floor last September 27, you would have been staggered by the tre- 
mendous crowds drawn to the counter by a single ad placed only in the New 
York MIRROR. The sale of 40,000 pairs of 45/30 first quality nylons 
produced “‘one of the greatest rushes for hosiery noted in New York,” 
according to Women’s Wear Daily. Add purchasers and you add profits is 
the philosophy of this great merchandiser, tells you why the thousands of 


MIRROR BUY MORE GOODS 


customers you see buying goods at Macy’s and Gimbel’s at $3.98, $10.98 
and $99.98 make these department stores far more profitable than the small, 
high-priced shops catering to the few. No wonder these great department 
stores advertise more in the MIRROR than in 6 out of 7 other New York 
newspapers. And now, when retailers are feeling the effect of the switch from 
a sellers’ to a buyers’ market—it’s no wonder that the MIRROR tops all New 
York newspapers in retail linage gains for the second consecutive month! 


a gy 
gy aii 
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A Visit to the People’s Homes Can Tell You a a a oe 


ee MORE FAMILIES READ THE MIRROR THAN EVENING PAPERS 


Some day this week drop in on any of the 118 families living in the new 
housing developments in Massapequa or Mineola, Long Island. We'll 
introduce you—just as we introduced the builders of these houses to their 
new owners. For these 118 families have just spent over a million dollars 
to buy these houses, which they saw advertised only in the MIRROR! Of 
course these families don’t just read the MIRROR ads: almost any evening 
you'll see Junior poring over Li’] Abner, Steve Canyon, Joe Palooka, Henry, 
in the MIRROR comic page. And you'll see the little woman reading Emily 


Post, Dorothy Dix, Prudence Penny—even if you should drop in at 10 
o’clock in the evening! For more copies of the so-called ‘‘morning’” MIRROR 
are sold at night than “evening’’ papers A or B sell all day! ‘‘Evening”’ 
paper A distributes 284,303 copies, ‘‘evening’’ paper B 365,940 copies in 
New York City and suburbs—whereas 412,128 copies of the New York MIRROR 
are distributed between 8 and midnight. With so many readers who are home- 
makers and home-buyers, it’s only natural to find most MIRRORS home- 
ward-bound, to be read by all members of the family. 
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WHO ARE “THE PEOPLE?” In the France of 1789, 
they were the “‘sansculottes’’—the without-pants people. In 
/ the America of 1949, “the people” earn middle-incomes, have 
more pants, shoes, homes, refrigerators, automobiles and 


the Aga Khan himself. 


For today, the many few-thousand-dollar-a-year people have 
more money than the few many-thousand-dollar-a-year people. 
: That’s why the big profits are in the preferences of the many, 
not in the fancies of the few. And if you want your share, don’t 
count on the few who fancy the bottles of Rheinischblut ’98 or 
Louys’ potted nightingales’ tongues or Isotta Fraschinis. You 
have to look for the many who buy the bottles of Rheingold beer, the 


spendable money than Detroit millionaires, Indian Rajahs or. 


cans of Libby’s green peas, the new Ford Sixes and Custom Eights. 


Liebmann Breweries, Libby, McNeil & Libby, the Ford Motor 
Company have found these people through the pages of the 
New York MIRROR. And so can you. 


You will find people many enough, in the big numbers you need 
to do a selling job in America’s largest city. For the New York 
MIRROR is America’s second largest newspaper, read by 
1,248,535 men and 1,141,343 women daily; 2,678,616 men and 
2,592,140 women Sundays, according to Daniel Starch and 
Staff. And you will find these people moneyed enough—in fact, 
with slightly higher than U. S. average incomes—to make your 
advertising in the MIRROR among the most profitable in the 
New York market. 


A Watch at Newsstands Can Tell You MORE OF THE PEOPLE BUY THE 
MIRROR THAN 6 OUT OF 7 OTHER NEW YORK NEWSPAPERS 


If you take a look at 9 in the morning or 9 at night—if you watch the 
newsstands in Greenwich, Conn. or Greenwich Village, N. Y.—you will 
see the MIRROR gets no more display than any other New York news- 
paper. If you look at the Audit Bureau of Circulation’s report on the 
MIRROR, you will see there are practically no subscriptions listed. Sub- 
scription contests or special premium offers are not used to sell one single 
MIRROR. Yet more people plunk down their pennies nighttime and day- 
time, every day, week after week, for their copies of the MIRROR than for 


CTO SELL THE PEOPLE 
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se 
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6 out of 7 other New York newspapers. And what solid people these 
MIRROR buyers are! You can see for yourself, if you watch any of the 
newsstands in the 60 of the 116 city districts where home ownership is greater 
than 20%:—twice as many of these substantial citizens buy the MIRROR 
as buy the Times! Without waiting for the mailman or newspaper-bearing 
boys on bikes, only by going to the newsstands, and sometimes standing 
on line for their copies (we’ll take you around and show you that!)—-New 
York’s millions spend over $23,000,000 a year to read the MIRROR! 
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‘Fresh’ Ad Theme 
Used by PictSweet 
and Cedergreen 


SeattrLe—Almost identical sell- 
ing themes are used in newspaper 
campaigns of two competing 
frozen food packers, Cedergreen 
Frozen Pack Corp., a subsidiary 
of Pacific American Fisheries, 
Bellingham, Wash., and PictSweet 
Foods Inc., Mount Vernon, Wash. 

Cedergreen opened a fall cam- 
paign with four-color full-page 
advertising in the Chicago Tribune 
Oct. 28, followed by smaller space 
advertising in newspapers of 26 
markets, chiefly in the Midwest. 
The headline: “Fresher than 
‘fresh,’ cheaper than ‘fresh,’ better 
than ‘fresh.’ ” 


a Copy supported this theme with 
the assertions: “Cedergreen is 
fresher than ‘fresh’ because from 
garden to quick-freeze is a matter 
of minutes, so delicious freshness 
is instantly sealed in tight!... 
Cedergreen is cheaper than ‘fresh’ 
because there’s absolutely no 
waste, The trimming, hulling and 
husking are already done for you! 
...Cedergreen is better than 
‘fresh’ because with instant freez- 
ing, health-building vitamins, min- 
erals are retained! Color and fla- 
vor, too!” 

Cedergreen last fall tried an in- 
troductory test campaign in Harris- 
burg, Pa., based on the theme, 
“Proven by test: Cheaper than 
fresh, better than canned” (AA, 
Aug. 9, ’48). 

Cedergreen circulated 10,000 re- 
prints of the four-color ad to major 
distributors as a merchandising 
piece and store banner. 

Honig-Cdoper Co., Seattle, 
handles the Cedergreen account. 


s A fortnight after Cedergreen’s 
Chicago advertising appeared, 
PictSweet broke two-color news- 
paper advertising introducing Pict- 
Sweet frozen concentrated orange 
juice keyed to the theme, “Flavor: 
finer than fresh! Speed: Quicker 


"im vegular and 
P.. ankle lengths 


~ HOLEPROOF 

NYLON SOCKS 
now unconditionally 
_.. ‘guaranteed 


: aes : 7 5‘ 
i . oe d 
Give these Nylons the “works” 
on wear. If, within 60 days, they 
havn't proved satisfactory in 
every way .. wear, washabiliry, 
fine ippearance, send them back 
* for new ones FREE. In black, 
brown, dark green, grey, ma- 
roon, navy and white, sizes 10 
to 13 
Phone or mail orders filled 
HArrison 7-9000 GReenleaf 5-7500 


MAURICE L ROTHSCHILD LA co 


Chicago samen 


REPEAT PERFORMER—From 
June, 1948 through June this year, 
Maurice L Rothschild & Co. placed 
the above ad of 110 lines by 2 columns 
in the Chicago Tribune a total of 50 
times. ‘It actually sold in the neigh- 
borhood of 10,000 dozen pairs of socks,”’ 
reported David Mayer Jr., president. 
“The results were the talk of the whole 
hosiery industry. Our advertising for 
over 30 years has appeared in virtually 
every edition of the Chicago Tribune, 
week-days and Sundays. While we use 
plenty of large space, this recent ex- 
perience, together with many previous 
ones, proves to us that small space 
used often can produce tremendous re- 
sults in the Tribune’s Chicagoland.” 
(Adv.) 


than fresh! Savings: Cheaper than 
fresh!” 

PictSweet copy mentions that 
“in research with consumers con- 
ducted on Oct. 28th by a noted 
food economist, all participants 
voted PictSweet frozen fresh 
orange juice equal or better than 
fresh in flavor, clearer and free 
of unpalatable pulp.” 

Brisacher, Wheeler & Staff, San 
Francisco, handles the PictSweet 
account. 


Turner Retires; Spokane 
Papers Promote Two 


Tom J. Turner is retiring on Dec. 
1 as vice-president and business 
manager of the Spokane Spokes- 
man-Review and Chronicle. Gil- 
bert P. Swanson, assistant bus- 
iness manager, has been named ad- 
vertising director of the Spokes- 
man-Review and Chronicle and of 
the Pacific Northwest Farm Trio, 
effective Dec. 1. L. A. Batchelor, 
assistant advertising sales man- 
ager, has been appointed assistant 
advertising director of the Spokes- 
man-Review and Chronicle. 


McDonnell Aircraft Lifts Employe 
Morale with Foreign Cuisine 


Sr. Louis—Eating can be an ad- 
venture, even if you are stuck with 
the plant cafeteria, employes of 
McDonnell Aircraft Corp. have dis- 
covered. 

The 6,500 men and women who 
are busy building the Navy’s 
twin-jet Banshee fighter planes 
are forced to eat in the factory 
because it is located 16 miles from 
downtown St. Louis. 

The company decided to inject 
more “taste appeal” into the daily 
routine by having its restaurant of- 
fer a different type of cooking 
each month. French menus were 
featured in October, Italian deli- 
cacies were offered during No- 
vember, and German cooking will 
be the rule during December. 


ws Since many of the workers 
aren’t versed in the proper foreign 
phrases for the featured dishes, 
explanatory signs headed “This is 


what it is today” inform them 
what goes into the offering, and 
how it’s prepared. 

William R. Orthwein Jr., mana- 
ger of McDonnell’s personnel di- 
vision, said the newly-inaugu- 
rated plan has lifted the cafeteria 
out of the “refueling station” 
class and stimulated a lot of in- 
terest in novel food. Since the aver- 
age lunch check in the cafeteria 
is from 40¢ to 50¢, McDonnell 
doesn’t expect to break even but 
figures the loss is offset by im- 
proved employe morale. 

Earlier innovations in the Mc- 
Donnell cafeteria include live tal- 
ent shows, glee club songs, music 
by a company orchestra and movie 
shorts. The company plans to re- 
decorate the cafeteria once a year 
“to help us escape that feeling of 
being always at the same old 
place at the same old time.” 


Advertising Age, November 28, 194) 


Cordova Promoted 


Joe Cordova, assistant publicity 
director of the Los Angeles Juni: r 
Chamber of Commerce, has been 
promoted to publicity director. He 
succeeds Jack Lenner, who re - 
signed to become an account exe: - 
utive of West-Marquis. 


Arden Joins Bories 


Hal Marc Arden, formerly scri; t 
writer and director of WMGM, hes 
been named radio and televisio, 
director of Robert A. Bories Or- 
ganization, New York, independer | 
radio package agency. 


Scott Joins Aldridge 


William Scott, formerly with J 
Branch Briggs Agency, Philade!- 
phia, has joined the account and 
copy staff of A. E. Aldridge Associ - 
ates, Philadelphia. He will specia)- 
ize in electronic and aeronautica! 
accounts. 


Wiley to Wayne Brewing 


Max R. Wiley has been appointed 
advertising and sales manager of 
Wayne Brewing Co., Erie, Pa. 


The boy wonders of business... 


We know him from our nursery stories, and 
the tales of our elders. His footprints track all 


through our history books. 


He cleared the forest, poled the ferry, built 
where the trails crossed, and the commerce 


performers are publicized widely, interviewed on 
the radio, popularized by the magazines...even the 


one signing this advertisement. 


clustered, .. sailed out of Salem, traded with 


the heathen, retired rich at twenty-five... 
found gold, struck oil, started stage lines, — 


ran the railroad through... sometimes 


set up a shirtsleeves dynasty. 


He was the ingenious mechanic who 
made the better mousetrap, smokestacks a 
sign of prosperity...or divined diamonds in 
his own backyard. He didn’t always take his profit, 
hold his gains, and often lost out to more acquisitive 
men. But his courage and chance-taking resulted 
in lasting contributions to our welfare. 


Or Late years he comes up in the complex 
corporate organizations, explores unknown areas 
of legislation and economics, is found in new fields 
of communications, plastics, transportation, puts 


But why is it... we so often overlook the 


Local Boy Who Made Good at home? 


Tue Bic Success Story of this era is the tens 
of thousands of shirtsleeve business successes... 
the inconspicuous middle-aged men who started 
a generation ago as youngsters in small jobs, 

attained authority and security by their own 
contributions to businesses they now manage. 
They foresaw needs, glimpsed opportunities... 
in time turned the small shop into a large store, 
made the rare commodity commonplace and cheap, 
built the back alley workroom to a capacity plant. 

And they succeeded in one of the most comp! ex 


and changeable periods in our history... through 


science on production schedules...makes people 


laugh, writes the songs that are sung briefly or the 


books of the book clubs. 


Today he is associated with electrons and 
atoms, caters to public convenience with home 
hairwaves, frozen foods, and step-saving kitchens. 

The wonder boys of business, the exceptional 


SANTA’S SKYROCKETING Saces...The 
Toy Center looks to record holiday sales 
. . . See “Here Every Day is Christmas,” 
by Tom O'Reilly. 

Dickens—Up to Date. One of the 
most heart-warming holiday stories since 
The Christmas Carol . . .“‘Uncle Smilie’s 
Miracle,” by Everett Rhodes Castle. 

Unrair Fair Trape... Miller-Tydings 
amendment is under attack ... See “The 


Price of Fixed Prices,” by J. B. Wallach. 


Batryinc BarracuDa oF Bimini. 
marine monsters aid scientific and cancer 
research. See “Science Goes Down to the 


Sea,” by K. Jones. 


Tue Empire's Toornacne ... England’s 
10,000 dentists can’t give adequate free 
care to 43,000,000 citizens...Read‘‘Britain 
Pays With Her Teeth,” by Dr. Harold 
Hillenbrand. As told to Peter Lisagor. 


And a dozen other significant stories 
and articles for the business man in... 


..The 


two major wars, the speculative expansion of ‘he 
twenties, the dark years of the Great Depressi. 
and the resultant economic revolution. ..and carry 
on under unprecedented taxes and restrictions. 
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New ‘Graphic Arts 
/ BC’ Features Uses 
o' Sans Serif Type 


“HICAGO—Typography is treated 
as a working tool for the non- 
sp cialized practitioner in the sec- 
ond of a series of “Graphic Arts 
A3C” books, covering the Sans 
Serif family of type faces. 

The 94-page volume, written by 
T. ylor Poore, creative layout and 
acavertising design authority, sets 
forth, for the use of designers and 
producers of printed work, the 
simple principles involved. Con- 
siderable space is devoted to ex- 
hibiting practical examples of the 
use of Sans Serif in advertisements 
for Magazines, newspapers, trade 
publications and direct mail; tabu- 
lar matter; book pages and text- 


books; posters; catalogs; labels 
and packages, and business sta- 
tionery. 


The “Sans Serif ABC,” which 
sells at $8.75, is published by 


A lwertising Age, November 28, 1949 


Traveling? 
Use our free teletype 
service for fast action 


on hotel reservations in 


Vancouver, B.C., Portland, 
San Francisco, L.A. 
Phone Western Hotels 
Reservations Bureau, 


MAin 9107 


SIMPLE—Western Hotels, a group of 23 
in the Pacific Coast and Rocky Mountain 
areas, is using telegraph-style ads like 
this offering free teletype service for 
reservations. The copy is running in news- 
papers of Los Angeles, San Francisco, 
Portland, Seattle and Vancouver, B. C., 
through Botsford, Constantine & Gard- 
ner, Seattle. 


Poole Bros. Inc., Chicago printer 


and typographer. The series grew 


out of a Graphic Arts Clinic es- 
tablished by Poole to discuss vari- 
ous designs in printed pieces. 

Dan Smith, art director and cata- 
log specialist, presented the first 
of the series, “Square Serif ABC,” 
in 1945. Poole plans to follow the 
present edition with books on 
Bodoni by R. Hunter Middleton 
and Caslon by E. Willis Jones. 


Seven Appoint Yardis Agency 


Yardis Advertising Co., Phila- 
delphia, has been named to handle 
the advertising of Frieman & Bel- 
ack, Philadelphia meat processor; 
Frigidinner Inc., Philadelphia, pre- 
cooked frozen foods; LeDamor 
Sportswear, Philadelphia, manu- 
facturer of women’s sportswear 
and bathing suits; B-G Infant Coat 
Co., New York; Grand Hosiery 
Co., Philadelphia; and San Anita 
Inc., Philadelphia manufacturer of 
ladies’ blouses. 


Fontoura-Wyeth Formed 


Wyeth International Ltd., export 
division of Wyeth Inc., Philadel- 


eth to consolidate the manufac- 


be made through Institute Medi- 
camenta Fontoura, wholesale drug 
firm in that country. 


RCA Retains Car! Hollatz 


Carl J. Hollatz, formerly vice- 
president of Belmost Radio Corp., 
has been retained as a consultant 
to the sales division of the tube 
department of Radio Corp. of 
America. He will make his head- 
quarters in Chicago. 


Chinese Paper Changes Format 


Chinese World, San Francisco, 
Chinese daily, will be printed in 
English, as well as Chinese, effec- 
tive Dec. 1. Under the new format, 
one section will carry news and 
advertising in English. 


Joins Ball & Davidson 


Bill Prescott, formerly account 
executive and radio-television rep- 
resentative of Bishop & Associates, 
Los Angeles, has joined Ball & 
Davidson, Denver agency, in th 


phia, has organized Fontoura-Wy- 


same capacity. . 


These men are your nodding acquaintances, 
neighbors, friends ... important in their immediate 
environments, virtually unknown outside. Yet in 
the aggregate, they are American business—nine- 
tenths of the national economy. Contrary to the 
concepts of some economists and politicians, they 
are not mere satellites and pawns of corporate 
control .. . but the basic structure that supports 


the big corporations. 


Without small business, Big Steel would have 
no customers, General Motors move no cars, John 
Lewis run no union...the railroads stop running, 
the crops rot in the fields, and the country go back 


to the primeval wilderness. 


Small business is the Big Business of this 
country... Only 7,237 companies have 500 or 
more employees, but 3,000,000 have less! 


SmaLL Business happens to be the special 
.. because NB has 
more readers than any other business publication 
—and most of them are small business men. 
Nation’s Business is not a vehicle of business 


concern of Nation’s Business . 


news, a manual of methods and technique. Its 
effort is to supply background information . . . to 
interpret the significance of conditions and afford 
intelligent understanding...enabling any business 
man, large or small, to make intelligent plans and 
decisions. It also has regard for the business man 
as a man, and the personal problems he encounters 
outside his office. 


For such service, its readers cheerfully pay $15 


in advance for a three-year subscription...and its 
subscriber's renewal rate is the highest 


With more than 650,000 circulation 
Nation’s Business gives advertisers 
not only adequate representation in 


the big companies —but also in tens of 


thousands of firms not reached by any 
other business publication. It offers access to the 
largest market of any medium addressed to business 
...and an unparalleled opportunity to sell to more 
of American business. 

If you don’t know as much about Nation’s 
Business as you should, call the nearest NB office. 


se 


de 


] 


e 
i F 9 a 
he 4, | i = AK 
S25 = iy 
pe 
WIZ /\{ 


" hi 


\: 


1 
Wi 


he 
A) 


r) 2 
FH CPO SOSSSOSHSHSSHSHSSSSSSHESHSHSSHSHSHSHHSHSHSHHSHHSSHSHSSHSHHSSSHSEHSHSHSSHSSHSHSHSHSHEHHEHSHSHESESESHESESHEES 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 


ture for distribution in Brazil of || 
Wyeth products. Distribution will) 


We are told by people who make their 
living counting such things that no 
less than 332 times during the recent 
steel labor controversy our name was 
blurted out over the air. This news of 
the steel industry is usually followed 
with some such phrase as, “ ... 
according to The Iron Age, national 
metalworking weekly.” This advertise- 
ment has been slightly delayed while 
we attempted to figure just how many 
impressions that weed include u 
the hearers. We know that 332 does 
not include all the individual stations 
over which the mentions on networks 
were picked up. There were xxx men- 
tions on network 1, times 49 stations 
on that network, times an average of 
11, 221 listeners. And then on network 
2 there were 41 mentions, times 113 
stations, times an average of xxx 
listeners. And so on through the night. 
We don’t know anything at all about 
how to figure these things, but it adds 
up to an awful lot of people. 


We are somewhat at a loss to explain 
exactly why this happens. We have 
never made a subscription drive to 
sell copies of our magazine to either 
radio men or press association editors. 
Nor have we ever hired a press agent 
to go about telling such people that 
Iron Age disseminates reliable news, 
while it is hot off the griddle. 

Since we’re not blowing our own horn 
to get all this valued publicity then 
someone must be blowing it for us. 
Those newsmen that use The Iron Age 
as their primary news source for the 
steel industry n someone to make 
reliable predictions of future events 
for them. They must have a solid, 
established news source of unques- 
tioned public acceptance. 


Over the years those news men have 
acquired the idea—from others, not 
from us—that here is “the” source of 
worthwhile metal news. Frankly, it 
isn’t the kind of thing we could create 
ourselves, if we tried. 


For longer than anyone around here 
can remember, the press associations 
have been picking up the heart of our 
news reporting each week. In the in- 
dustrial news summary they have 
learned to recognize a condensation 
of the most vital news developments 
in the most basic industry in America. 
As the art of radio news reporting has 
developed, radio men have leaned 
heavily upon the experience of press 
association editors in news selection. 
What is good enough for an AP or a 
UP editor is good enough for most 
news comentators. That is the nearest 
we can come to an historical explana- 
tion of how this thing grew up. 

Since the commentators have learned 
where to get their news from the out- 
side . . . it’s a smug conclusion for 
us to come to, but it must be common 
knowledge in the industry that the 
best news in the industry is to be 
found in this one paper. For those 
newscasters are using “Iron Age” as 
a apacagts for authenticity in the steel 
industry. There must be a body of think- 
ing, reading people in the metals in- 
dustry that have given us this favored 
position. Here is a place where people 
are reading, and accepting what the 
are reading. A place where your ad- 
vertisement has the same chance to 
get readership and acceptance. 


THE IRON AGE 
100 EAST 42nd ST. 
NEW YORK 17,N.Y. 
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3 with the 


LARGEST FOOD ISSUE 
EVER PUBLISHED BY AWY 
CHICAGO NEWSPAPER! 


On Thursday, November 3rd, the Herald-American published the largest single 
food issue ever published by any Chicago newspaper. Total food linage amounted 
to 69,771 lines... over 53,000 lines were from leading retail grocers and included 
a full 18-page section launching National Food Stores’ Golden Anniversary sale. 


As the result of this record advertising, sales in National Food Stores throughout 
the Chicago area were the greatest in their 50 years of business. 


Leading retail grocers who best know Chicago’s food buying habits do a big 
volume business from their Herald-American advertising. 40% of all the adver- 
tising placed by the four largest chain stores goes into the Herald-American. 


A HEARST ADVERTISING SERVICE representative will be glad to show 
you how your food and grocery advertising can be made more profitable in the 
Chicago Herald-American. 


BY THE HEARST ADVERTISING SERVICE 
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Two Appoint Roman Agency 

June Patton Co., a division of 
the Forest City Mfg. Co., St. Louis, 
dress manufacturer, has appointed 
Roman Advertising Co., St. Louis, 
to direct its advertising. Fashion 
magazines, newspapers, direct mail 
and radio are being used, supple- 
mented by sales portfolios and 
dealer window displays. The agen- 
cy also has added the account of 
Angelica Jacket Co., uniform 
manufacturer. 


Capital Airlines’ Agency Runs Own Ad 
to Praise Safety Record of All Airlines 


WasHIncTon—The Lewis Edwin 
Ryan advertising agency last Mon- 
day took space in two Washington 
dailies to remind newspaper read- 
ers of the “remarkable” safety rec- 
ord of the nation’s scheduled air- 
lines. 

The ad points to the record for 


1948, when there were 83 passenger 
fatalities while scheduled airlines 
carried 13,000,000 passengers six 
billion miles. 

It also mentions the 63 fatalities 
this year, when more than 13,000,- 
000 people already have been 
carried more than six billion miles. 


Advertising Age, November 28, 1949 
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The agency directs the account 


THE WATIONAL BUSINESS DAY COVERING: FURNITURE & BEDDING + UPHOLSTERY FABRICS - CURTAINS & DRAPERIES 
FLOOR COVERINGS + CHINA & GLASS + GIFTS & DECORATIVE ACCESSORIES - LAMPS & LIGHTING - 


| MAJOR APPLIANCES + RADIOS, PHONOGRAPHS, RECORDS - TELEVISION 


for Capita! Airlines and also has 
placed some advertising for the 
Air Transport Association. How- 
ever, neither of the accounts was 
consulted by Ryan until after the 
decision to run the ad had been 
made. 


s Commenting on the unusual 1,- 
000-line ads, which ran in the 
Washington Post and Star, Mr. 
Ryan said: “We have become in- 
creasingly aware of the fact that 
the general public needed enlight- 
enment on the amazing safety rec- 
ord that the scheduled domestic 
airlines have achieved. ; 
“What we have done here is to 
champion the cause of an entire 
industry,” he continued. “We hope 
to see more of these factual, 
thought-provoking safety records 
laid before the traveling public.” 


Launches New Publication 


J. W. Miller Co., Guilford, Conn., 
has launched a new monthly pub- 
lication, The Shoreliner. Editorial, 
circulation and advertising offices 
have been opened at 67 Broad St., 
Guilford. The magazine features 


f CAOPETS, COLE M At See Sindee MANO MAIPTING YseNs 


HOLIDAY SPECIAL—James Lees & Sons, Bridgeport, Pa., will support the home fur- 

nishings industry in its drive for a share of the holiday business with this ad in De- 

cember issues of Better Homes & Gardens, House Beautiful and House & Garden. 
D’Arcy Advertising Co., New York, is the agency. 


stories and photos on the Connecti- 
cut shoreline area. James W. Mil- 
ler is publisher, and Daniel F. Mul- 
vey, editor. 


Appoints David Garland 


David S. Garland, copy chief, has 
been named head of the copy de- 
partment of Chambers & Wiswell, 
Boston. 


Even stepmothers know best 


4: aoe 


SHOWMANSHIP. Mothers, fathers, 
sons and daughters...everyone who 
buys or influences buying is influ- 
enced by General Outdoor Adver- 


SEE YOUR LOCAL ater at: DEALER 


515 South 
7, Illinois. 


tising! GOA puts showmanship 


into advertising, delivers a dra- 
matic punch that starts the sales 
curve in the right direction. Send 


and towns 


* Covers 1400 
leading cities 


5 ee eaeenenee 


for complete information today. 
General Outdoor Advertising Co., 


Loomis Street, Chicago 


San Diego Adclub Elects 


David M. Britton, advertising 
manager of Walker’s Department 
Store, San Diego, Cal., has been 
elected president of the Adver- 
tising and Sales Club of San Diego. 
Other officers are: Mrs. Muriel 
Tolle, partner of Tolle Co., vice- 
president, and Kenneth Flood, ad- 
vertising manager of the Union- 
Tribune Publishing Co., secretary- 
treasurer. 


Nealco-Monsanto Names Gillis 


John L. Gillis has been elected 
president of Nealco-Monsanto Co., 
Boston, an industrial alcohol man- 
ufacturing subsidiary of Monsanto 
Chemical Co. Mr. Gillis was re- 
cently appointed general manager 
of Monsanto’s Merrimac division, 
Everett, Mass. Frederick S. Hatch, 
vice-president of Nealco-Monsanto, 
has been named general manager 
of the company. 


‘Whistler’ Leads Pacific 
Nielsen-Rating Listing 


“The Whistler,” a Sunday CBS 
program aired regionally, led the 
Pacific Coast Nielsen-Rating re- 
port for the month of September. 

The first five evening shows 


were: 

Rank Program Rating 
1 The Whistler 16.8 
2 Lux Radio Theater 16.2 
3 People Are Funny 

(Three weeks only) 15.4 
4 Adv. of Sam Spade 15.1 
5 Burns & Allen 

(Three weeks only) 14.9 


Buys ‘Daily Advance’ 


The Daily Advance, Elizabeth 
City, N. C., has been sold by Her- 
bert Peele, editor, publisher and 
founder, to Edwin Moss Williams, 
former vice-president and genera! 
manager of the United Press As- 
sociation and former publisher of 
newspapers in Mississippi and 
Texas. 


Field & 


Ahead aye 


Stream 


First 10 months figures show Field & 
Stream still surpasses all other sportsman’s 
magazines in advertising linage! 


FIELD & STREAM 101 m 


FIELy 4 st, 


*Advertising linage of the three leading sportsman’s magazines for the 
first 10 months of 1949, as compiled by Printers’ Ink. 


AMERICA’S HUMBER ONE SPORTSMAN'S MAGAZINE 
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TIVE YEARS 


AN ANNIVERSARY 


. A brief accounting of stewardship is in order. 


For the first nine months of 1949 the circulation of the News was 
517,344—a gain of 91,328 over the first nine months of 1944. The 
September, 1949, circulation average was 524,333. 


Its advertising for the first nine months of 1949 totaled 4,500,418 
more lines* than it carried in the first nine months of 1944—up 51 
per cent. 


There are good reasons, of course, for these substantial gains. 
Conspicuous among these is journalistic independence coupled 
with accurate, factual reporting and a challenging action in “investi- 
gating everything” on behalf of the welfare of citizens on all levels. 


‘ *Source: Media Records 


|CHICAGO DAILY NEWS. 


JOHN S. KNIGHT, 
Editor & Publisher 
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National Brands 
Gain in Women’s, 
Children’s Wear 


Fairchild Survey Finds 
Big Change Since 1945; 
Even Furs Join Trend 


New YorkK—Increased accept- 
ance of national brands in virtually 
every item of women’s and child- 
ren’s wear is the highlight of the 
fifth annual study of fashion 
brands just completed by the mar- 
keting research department of 
Fairchild Publications. 

The study shows that on the 
average 68% of all retail dollar 
sales in women’s and children’s 
wear are in national brands, com- 
pared with 65% last year. Un- 
branded lines picked up one point 
this year, accounting for 28% of 
sales, compared with 27% last 
year. This was attributed to con- 
sumer price resistance toward 
branded goods in a few categories. 

These figures are based on re- 
plies from 650 retailers throughout 
the country, including independent 
department stores and women’s 
specialty stores with no buying or 
merchandising connections, as well 
as chain stores and mail order 
houses. 


ws The following table shows the 
per cent of sales in national and 
private brands (together in ’45, 
separate later) and unbranded 
goods for thé past five years: 
National Private Unbranded 


Year Brands Brands Goods 
1945 59% 41% 
1946 53% 7% 40 
1947 62 8 30 
1948 65 8 27 
1949 68 4 28 


The Fairchild survey shows that 
national brands proved strongest 
in independent department and 
specialty stores which have no 
buying or merchandising connec- 
tions. These accounted for 76% 
of sales, on the average, in items 
covered. 

Generally speaking, unbranded 
lines are strongest in chain stores, 
accounting for over half of their 
sales, but national brands, here, 
too, the survey shows, proved 
somewhat stronger than private 
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Here’s how to tell your sales story 
right where the sale is made. Just 
print it on Mystik, the patented 
printing material with the self- 
adhesive back. Mystik is easy to 
get up .. . even in the choice, hard- 
to-get locations. Just press it in 
_. Mystik can be printed and 
ithographed in colors, die-cut to all 
shapes and sizes. Your salesmen get 
Mystik ads up easily! 
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Chicago Show Printing Ce., 2639 N. Kidare, Chicago 39 


labels, accounting far 25% as com- 
pared with 22% of sales going to 
the latter. The attitude frequently 
expressed by the chains and the 
mail order houses, the report says, 
was that in their operations price 
and value are the primary con- 
siderations, labels being second- 
ary. 


s In the over-all picture for all 
stores, according to Fairchild’s 
study, national brands are outsell- 
ing private brands and unbranded 
goods combined in every merchan- 
dise category covered except furs. 

National brands are more firmly 
established in corsets and bras- 
sieres than in any other type of 
women’s wear, accounting for 94% 
of sales on the average, compared 
with 93% last year. 

The range of sales within the 
ready-to-wear group is reported 
considerable. Blouses rank the 
highest in proportion of sales going 
to national brands, 68% in the typ- 
ical départment; followed by coats 
and suits and children’s wear, each 
66% ; sportswear, 65%, and dresses, 


IT WAS A JOKE—At a luncheon for Lincoln-Mercury dealer advertising committee 

chairmen are (left to right) Dwight Mills, president, Kenyon & Eckhardt; W. D. 

Lewis, vice-president, K&E; John R. Davis, vice-president in charge of sales and ad- 

vertising, Ford Motor Co.; Ben R. Donaldson, ad director, Ford Motor Co.; Robert 

F. G. Copeland, Lincoln-Mercury division ad manager; ond Gordon Eldredge, Ford 
car ad manager. 


64%. 


# Furs, which have more per- 
sistently resisted the trend to na- 
tional brands than any other wo- 
men’s wear category, showed signs 
of giving way, with 41% of sales 


in the typical department this 
year chalked up by national 
brands, compared with last year’s 
28%. . 

In accessories, hosiery is strong- 
est in brands, with 86% of sales 
in the typical department bearing 
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nationally advertised labels. A 
close second in national branc 
strength are gloves, doing 84% o: 
the business in this category, fol- 
lowed by handbags, with 56% o 
sales now reported going to bag: 
with national brand names. 

“With the end of the era o: 
scarcities,” the report says, “anc 
subsequent demand for better mer- 
chandise, retailers have been re- 
lying more and more on the na- 
tional brand manufacturers whx 
are accepting a greater share o' 
the burden of responsibility fo: 
quality and value. 

“While still subject to consider. 
able competitive pressure from un- 
branded goods and private brand 
in some quarters, national brand 
are well on their way to even 
greater penetration in women’s 
wear.” 


Joins McConnell, Eastman 


Robin C. Armstrong, formerly in 
the radio sales division of Horace 
N. Stovin & Co., has been named 
radio director of McConnell, East- 
man & Co., Toronto. 
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AN AUDIENCE REPORT 
By 
WADE H. NICHOLS 


The New, Young Editor of Redbook 


You who read magazines == and you who 
place advertising 
noted a number of changes in Redbook. These 
changes are not a result of sudden deci- 
Rather they are a result of a reali- 
zation that evolved slowly over a period 
of several years of intense reader re=- 
This is a realization of the awe=- 
Some and urgent need for a magazine to 
serve the self-interest of America's new- 


Sion. 


Search! 


in them <= may 


est and most active adults. 


There is in this country a generation 
So badly served by its time and so sur- 
rounded by turbulence and frightfulness 


MEET A MAN 


WITH A 


that it is like no other. 


There is also 4 


generation so honest in itS awareness, 30 


practical in its 


have 


youngfolk of all 


ones who found 
babies, 


methods, and so hopeful 


in its ideals, that it is like no othe’. 
And these are one and the same. 

This generation is made up of peorlé 
who are young -- from 18 or 19 to about 57 
or 38. Yet they are perhaps the most adi |t 


time. They are the or?5 


who matured after the end of the dreé 
time that was the Twenties. They are 1té 


jobs, got married, ! 24 


built homes and generally me ié¢ 

places for themselves -=- either during t ¢ 

Depression or the War -= and since. 
Redbook speaks in the 


voice and with 
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Peabody Awards to 
Go to Video Shows 


ATLANTA—Television, as well as 
-adio programs, will receive George 
Foster Peabody Awards for excel- 
ence in 1950, John E. Drewry, 
lean of the University of Georgia’s 
Henry W. Grady School of Jour- 
ialism, has announced. 

Entries for next year’s compe- 
‘ition, which covers programs 
»roadcast in 1949, must be mailed 
»y Jan, 9, 1950. Selections will be 
announced May 4 at a meeting of 
‘the Radio Executives Club in New 
York. 

Among the categories to be cov- 
ered: 

Program or series of programs 
inaugurated and broadcast during 
1949 by a regional station (above 
1,000 watts) which made an out- 
standing contribution to the wel- 
fare of the area it serves. 

Program or series of programs 
inaugurated and broadcast during 
1949 by a local station (1,000 watts 
or under) which made an out- 


standing contribution to the wel- 
fare of the community the station 
serves. 


# Outstanding programs will be 
named in the following classifica- 
tions: 

News, drama, music, education, 
children’s fare. 

Program produced by a U. S. 
station or an exchange program 
from another country, which made 
the most noteworthy contribution 
toward the promotion of interna- 
tional understanding. 

In the news classifications, pro- 
grams in straight reporting and 
commentary will be considered. 
There may be an award for each. 

Entries may be submitted by in- 
dividual stations, networks, radio 
editors of newspapers and maga- 
zines, listener groups or any in- 
terested person or organization. All 
suggestions should be mailed to 
Mr. Drewry at the University of 
Georgia. 

Each entry should include the 
title of program, station or net- 
work, address, classification in 


which it is submitted, name of per- 
son making submission and a brief 
description of the program, to- 
gether with reasons why it merits 
an award. Transcriptions also may 
be submitted. 


Continental Promotes 
Decanter for Yule Sales 


Continental Distilling Corp., 
Philadelphia, will promote sales 
of its “Old Classic,” all-straight 
whisky, with half-page, two-color 
magazine ads featuring guest de- 
canter bottles and headlined “Look 
—All Straight Whisky.” A news- 
paper campaign with similar fea- 
tures also has been planned. 

Magazines scheduled to run Con- 
tinental copy in December issues 
are: Argosy, Collier’s, Look, Sports 
Afield and Time. Cecil & Presbrey 
handles the account. 


Hanley Appoints Largay 


Thomas V. Largay, formerly 
with Largay Brewing Co., Water- 
bury, Conn., has been named vice- 
president and general manager of 
James Hanley Co., Providence, R. 
I., brewer. 


Schapiro Sets Budget 
for Passover Campaign 


Schapiro’s Kosher Wines, New 
York, will spend $100,000 for ad- 
vertising and promotion for the 
1949-50 Passover holiday season 
— Dec. 15, 1949, through April, 
_ Frequent small space insertions 
in metropolitan New York news- 
papers will be used as well as spot 
radio and network programs on 
foreign language stations. Now un- 
der contract are full showings in 
four colors on 24 sheet outdoor 
posters and full-color two-sheet 
posters for each of the subway di- 
visions of the New York City trans- 
it system. 


United Air Lines Uses TV 


United Air Lines, through N. 
W. Ayer & Son, is using one-min- 
ute film spots on television to show 
“dependable flight operations and 
all-weather performance of DC-6 
Mainliner 300s.” The stations car- 
rying the series, on a five-a-week 
schedule, are WENR-TV, Chicago; 
WOR-TV and WABD-TV, New 
York; KPIX-TV, San Francisco; 
and KTLA-TV, Los Angeles. 


the words of this generation. For Redbook 
is addressed unequivocally to this partic- 


ular, well-defined audience -- and to no 


other. Throughout the November issue you 
will find evidence that Redbook is edited 
specifically for its young-adult readers. 

Redbook also speaks in the manner most 
certain to make the magazine deeply essen- 
tial to its clearly identified audience. 


Its content is wholly 
characterized by "person- 
al identification." May I 
explain that term? 
Article coverage in 
Redbook is confined to 
subjects of close person- 
al concern to individu- 
als. In its efforts to 
interest, inform and in- 
Spire its integrated read- 
ership, Redbook ignores, 
for example, the cold, re- 
mote question of the Rus- 
Sians in Korea and the hot 
but impersonal squabbles 
in Washington. It offers, 
instead, articles of im- 
mediate and personal use- 
fulness -= articles re- 
flecting homely, alto- 


gether human self-interest. 
that these articles reflect as honest glass 
reflects in response to that persistent 
human demand, "Mirror, mirror, on the wall, 
who's most interesting of all?" 


We are asked, "Is the 


oof F&F 


l-time high. 
Redbook, 


o 5S @®@ < 


want yourself? Well, 
included in the generation that is my own 
and for which I have a large love and re- 
spect, I think so. It contains the longest 
novel (45,000 words) anywhere incorporated 


ever a name to figure in the reckoning. 
Is Redbook, finally, a thing you would 
if you are a reader 
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‘nd of magazine real?" The public's answer 
in. Newsstand circulation has gone up 
nsistently. Total circulation is at an 


now in its forty-seventh 
ir, is also in the very hour of its great- 
t public acceptance. Redbook -=- a great 
ne when Ford was a verb with a small "f" 
i Lever a lowly crowbar -- is more than 


in a mass magazine. 
not simply those by the biggest "big names" 


About Mr. Nichols... 


Wade H. Nichols, REDBOOK’S new editor, is 
34 years old, married, the father of two chil- 
dren. A graduate of Northwestern University 
(where he was editor of the Daily Northwest- 
ern) he entered journalism at $18 per week. 
By 1943, at the age of 28, he had edited three 
magazines, adding 450,000 to the newsstand 
sale of the latest with his first five issues. 

Starting Army service as a Signal Corps pri- 
vate, Nichols was later commissioned in Mili- 
tary Intelligence and attached to G-2 of the 
General Staff in Washington. Author of the 
War Department’s basic orientation hand- 
book, Army Life, he subsequently edited a 
secret Intelligence Summary whose “con- 
trolled circalation” included only the Gen- 
eral Staff and Joint Chiefs of Staff! 

After 1946 Nichols contributed articles to 
leading magazines before assuming the editor- 
ship he relinquished to join REDBOOK. 

Long-time practitioner of what he calls “per- 
sonal identification” in magazines, he is him- 
self identified with the audience of REDBOOK 
as a member and student of today’s young- 
adult generation. 


Let me add 


demand for this 


Its stories include 


for which Redbook is so 
long-famous, but the best 
that new writers are cre- 
ating. Its articles offer 
information on that tough- 
est “how to do it” problem 
of all == how to live a 
full, secure and satisfy- 
ing life. 

We are also asked, 
finally (and we are ask- 
ing ourselves), if steps 
in the right direction 
have brought such suc- 
cess, how far can Redbook 
go? We believe, very far 
indeed. 


EDITOR-IN-CHIEF 
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GE Uses 16-Page 
Comic Book Insert 
in ‘Scholastic’ 


New YorkK—General Electric Co. 
placed an unusual 16-page comic 
insert in all editions of the Nov. 9 
Scholastic. 

The ad uses typical comic book 
technique to debunk “the good old 
days”’ before the industrial revolu- 
tion, and to dramatize the con- 
tributions to better living made by 
electricity and electric appliances. 


The four-color copy traces the 
activities of a school-age boy and 
girl in colonial times and draws re- 
peated parallels between the work- 
a-day chores of that era and their 
simplified modern counterparts. 

Teachers’ editions of the publica- 
tion also carry lesson plans for the 
study and discussion of the “Ad- 
venture into the Past” insert. 


Air-Conditioner Sales 
Increase Predicted 


Sales of commercial refrigera- 
tion and air-conditioning equip- 
ment during the first six months 


of 1950 may reach as high as 25% 
above the 1949 level for the same 
period, according to sales repre- 
sentatives attending the sixth All- 
Industry Refrigeration and Air- 
Conditioning Exposition in At- 
lantic City last week. 


Tanis Names Ruth Haviland 


Ruth Haviland, formerly. New 
York promotion advertising man- 
ager of United Air Lines, has 
joined the Tanis Co., Philadel- 
phia, marketing and sales develop- 
ment counsel. She will coordinate 
Tanis’ activities in the New York 
area. 


— 
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Report No. 3° of our 


Continuing Consumer Panel of 
Brand Preferences in Houston 


This important new Report also 
shows complete tabulations for 
Reports No. | and No. 2. Thus 
you can see trends as well as the 
current count on brand prefer- 
ences covering 31 commodities 
included in these classifications: 


*From A Recent Study By ALFRED POLITZ RESEARCH, Inc. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


%& Foods 


% Radios 


% Refrigeration 


M. J. GIBBONS 
National Advertising Manager 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 36 .CONSECUTIVE YEARS 


% Household Cleaners 
% Alcoholic Beverages 
% Automobiles 


If you are interested in selling the 
great Houston market, we invite 
you to obtain your copy of Report 
No. 3 from any Branham Com- 
pany office, or from our National 
Advertising Department. 


THE BRANHAM COMPANY 
National Representatives 
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they’re going to have to come up with more than such slo- 
gans as “Only butter can be butter.” 

This Corner suspects a lot of American housewives, 
terested in fair play, would like to know how come mar- 
garine and its sale have been burdened for so many years 
with so many discriminatory taxes. And why, with the price 
of butter so high, the butter-backers are still all for keeping 
those taxes on margarine. And why she still can’t get her 
margarine already colored in some states, but can in others. 
And why, if the American Dairy Association is so all-fired 
interested in the welfare of the people, it not only permitted 
but encouraged these things to happen. 

Perhaps before such a campaign as this is started, an ex- 
haustive study of public sentiment ought to be made, a num- 
ber of psychoanalytical interviews be undertaken, and the 
value of bringing the whole thing out in the open be care- 
fully weighed and considered. And certainly the people whose 


should not be entrusted with the strategy of now overcoming 


The Creative Wan’ Corner | 


Margarine having successfully taken most of the legal 
hurdles the dairy boys put in its way over the years—and 
no product ever made its way against more difficulties—the 
butter-backers are at long last taking their case to the pub- 
lic, where all cases are eventually decided anyway. 

In this Corner’s opinion, however, the American Dairy 
Associatio:: is going to have to do more to win back public 
favor and good will than simply employ illustrations the mar- 
garine manufacturers have been using for years—or take 
over the Margarine Association’s yellow background. And 


SP er 


apr ween 
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to its present state of crisis 


‘3 4 


Wilson Elected President 
of Capehart-Farnsworth 


Fred. D. Wilson, formerly ex- 
ecutive vice-president of Bendix 
Home Appliances Inc., South Bend, 
has been elected president of Cape- 
hart-Farnsworth Corp., domestic 


television and radio manufactur- 


ing subsidiary of International Tel- 
ephone & Telegraph Corp., New 
York. 

He succeeds Ellery W. Stone, 
who continues as a member of the 
board of directors of Capehart and 
as president of International 


Standard Electric Corp., parent 
company of the foreign manufac- 
turing associates of I.T.&T., of 
which he is a vice-president and 
director. 


Launches Perfume Campaign 


Herdt & Charton Inc., impor'‘er 
and distributor of French perfumes, 
has launched a campaign in Quelec 
dailies and national weekend })a- 
pers in Canada to promote its Li n- 
vin Golden Flacon perfume. Wa sh 
Advertising Co., Montreal, is he 
agency. 
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Committee Hopes to 
Standardize Colors 
tor Business Papers 


New YorK—A plan to lessen 
ne differences among so-called 
standard colors” which are of- 
red individually by business pa- 
vers has been adopted by a joint 
committee of the Associated Bus- 
iness Publications, the National 


Pusiness Publications and the 
American Association of Advertis- 
ing Agencies. 


The committee points out that 
there is now considerable differ- 
ence in hue among the colors of- 
fered by various publications as 
“standard colors.” An approach to 
uniformity, it is believed, should 
result in better reproduction of 
art work, more effective advertis- 
ing and easier handling by adver- 
tisers, agencies and publishers. 


a Samples of “standard” colors 
now offered by various business 
publications will be collected 
through the two business paper 
associations. A subcommittee of 
publishers and agency men will 
attempt to select the colors that 
seem most suitable for general use. 
These colors will be considered 
by the three associations and, if 
officially adopted, will be sent to 
all business publications with the 
suggestion that each select its 
“standard” color or colors from 
among those recommended. 

The program is not intended to 
affect individual publishers’ poli- 
cies on special matched colors. 

The value of seeking uniformity 
among “standard colors” was sug- 
gested early this year by the Four 
A’s committee on business papers 
and was endorsed by the Four A’s 
committee on mechanical produc- 
tion. The committee on media 
practices of the National Indus- 
trial Advertisers Association has 
also offered to cooperate in this 
project. 


Rockwell Appoints Two 

Irving G. Meyer has been ap- 
pointed consumer sales manager 
of the power tool division of Rock- 
well Mfg. Co., Milwaukee. He has 
been with the division since 1942. 
John Stolarz, formerly with De- 
Walt Inc., Lancaster, Pa., has been 
named manager of Multiplex sales. 


Bakes Joins Gibbons Agency 
Norman H. Bakes, formerly ac- 
count executive and public rela- 
tions director of O’Brien Advertis- 
ing, Vancouver, has joined the 
Vancouver staff of J. J. Gibbons 
Lid., as an account executive. 


M .KE MINE MILK—Harold 
C. herwood (right), district sales man- 
a -, grocery product div., the Borden 
C . and Paul Dean, Chicago Tribune 
& cral adv. staff, pause to sample a 
°C \pany product at the recent Royal 
B e Stores suppliers’ day festivities 
in Chicago. Using full pages in the 
S iday Tribune Color Grafic Magazine 
& well as black-and-white, the 
E -denCo. places more of its promotion 
b iget in the Chicago Tribune than in 

other Chicago newspapers com- 
b ced. (Adv.) 


McGraw-Hill to Honor 
Celanese at Award Dinner 


The 10th annual award dinner of 
Chemical Engineering, a McGraw- 
Hill publication, will honor the 
Celanese Corp. of America, for its 
program of integrating chemical 
engineering into textile, chemical, 
and plastics industries. The din- 
ner will be held Dec. 1 at the Wal- 
dorf-Astoria Hotel, New York. 

Bradley Dewey, wartime rubber 
director of the U. S., and now pres- 
ident of-Dewey & Almy Chemical 


Co., and James R. Killian Jr., pres- 
ident of Massachusetts Institute of 
Technology, will be the principal 
speakers at the dinner. 


Appoints Kathryn Smith 


Kathryn Smith, formerly assist- | 
ant production manager in the ad- | 
vertising department of N. Snell- 
enberg & Co., Philadelphia depart- | 
ment store, has been named assist- 
ant to the public relations direc- 
tor, James S. Holme, of the United 
States National Bank, Denver. 
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GREENWICH, CONN. 


ious in the 


igning, construction, maintenance and furnishing of the church, school 


and institution. 


CHURCH PROPERTY ADMINISTRATION 


Published bi-monthly 


FRANKLIN X. McCORMICK, Editor & Publisher 


She's real enough when 2174 advertisers in the cosmetic, toiletry, fashion, 
food, and home products fields invest $16,207,12 in the magazine she buys by 


She's vital enough when more than 300 of the country's leading depart- 
ment stores set up high school shops to capture her shopping dollar 


She's strong enough when the magazine she looks to and believes in can 
report an exemplary advertising gain—as much as 31,249 lines for 1949 


No doubt about it—retailers and manufacturers who focus on Teena see 
millions more just like her—8,000,000 consumers with the power of youth. 
The magazine they tuck under their arms when they go shopping — 


seventeen 
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Canadian PR Group Elects 
Bryan Vaughan, Public & Indus- 

trial Relations Ltd., has been elec- 

ted president of the Public Rela- 


tions Association of Ontario. Other | # 


officers are: Lee Trenholme, Pro- 
vincial Paper Ltd., Toronto, and 
Henry F. Janes, Public Relations 
Services Ltd., Toronto, vice-pres- 
idents; R. G. Fitzpatrick, Under- 
wood Ltd., Toronto, secretary; and 
Fred M. Payne, Canadian Shoe Re- 
tailers Ltd., treasurer. 


CUT RISING COSTS IN 


ADVERTISING PRODUCTION 


ae CRAFIINT 


DOUBLETONE 


Drawing Papers 


. « Tints 


end still reproduce os straight line work. 
WRITE TODAY for pattern chart and infor- 
mation. Available at your dealer or direct. 


THE CRAFTINT MFG. Pane ) 
1615 Collamer Ave., Cleveland 10, Ohio 


*Indicates new listing in this column. 


Nov. 28-29. Associated Business Publi- 
cations, ABP Clinics of 1949, Biltmore 
Hotel, New York. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

Dec. 2, American Public Relations 
Association, annual meeting, Hotel Wash- 
ington, Washington, D. C. 

Dec. 5. American Association of News- 
paper Representatives, annual meeting, 
Detroit. 

Jan. 23-25, 1950. Newspaper Advertis- 
ing Executives Association, anual con- 
vention, Edgewater Beach Hotel, Chi- 
cago. 

*Feb. 13-14, 1950. Inland Daily Press As- 
sociation, midwinter meeting, Congress 
Hotel, Chicago. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point cf Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

May 14-17, 1950. National Newspaper 


Promotion Association, annual conven- 


tion, Schroeder Hotel, Milwaukee. 

*May 22-23, 1950. Inland Daily Press As- 
sociation, spring meeting, Congress Hotel, 
Chicago. 

May 31-June 3, 1950. Advertising Fed- 
eration of America, 46th annual conven- 
tion, Hotel Statler, Detroit. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual confer- 
ence, Hotel Biltmore, Los Angeles. 

Sept. 18-21, 1950. Financial Public Re- 
lations Association, 35th annual conven- 
tion, Hotel Statler, Boston. 

Oct. 9-11, 1950. Central regional meet- 
ting, National Newspaper Promotion As- 
sociation, Indianapolis. 

*Oct. 23-24, 1950. Inland Daily Press As- 
sociation, annual meeting, Congress Hotel, 
Chicago. 


Colad Appoints Lippman 
to Handle Book Covers 


Colad Co., Buffalo, has appointed 
Lippman Advertising Associates, 


Buffalo, to handle trade publica- | 


tion advertising for its Plasticoat 
book covers, which Colad is pro- 
moting as a new medium for na- 
tional advertisers. 

Plasticoats, 3,000,000 of which 
have been sold to college students, 
are printed in school colors, are 
washable, carry school seals, and 
bear an advertising message on 
the cover. 
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with its FIRST NEWSPAPER 


_--->- THE OREGONIAN! 
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RST in circulation 


The Oregonian leads Portland's second newspaper 


by 20,783 daily and 61,550 Sunday. 


>> -FiRST in Advertising Volume 


The Oregonian leads Portland’s second newspaper 
in linage both display and classified. 


~S>-—-BIRST in Reader Response 


The Oregonian is “more than a daily newspaper... 
a part of the life of the region.” Greatest reader value, 


a 


2% 


cuits Oregonian 


too, 1-1/3 million more lines of news per year. 


Sr PORTLAND 1, OREGON 
The Great Newspaper of the West 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


Fu 
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MOST CLIEN/ 


VIMY EV 


( Give the press the fects and yourself a break, Franklin 
P. Jones, the publicity director of Groy & Rogers, Philadelphia 
advertising agency, last night advised a group of college men 


who plan (careers = public relations and publicity 

C "Newspapers and their staffs," said Jones, “are perhaps 
the most important client you will ever have, withoutthen, without 
it their confidence in you, there's little oo-neehéng=siert 
you can do for your mmgmmx paying accounts. 

at Gray & Rogers, ve make a practice of giving the 
newspapers the facts, honestly, aceurctely and fast. We feel a 
te a eee thajeach clpft 4s réally three clients---the account, 


the press and oud elves, 

max completely, in good, 
_ Ge 

we are best sery] 3 ing all three, 


we tell the Gscount's story, fairly and 
copy and a style the papers wants, 


(the group of young men, whe-ceme Fe =. aN 


toured the Gray & Rogers agency, in the PSFS Building, 12 South 


12th EEresy They showed special in[terest in the pubAicity 
dopartaent*s city room which is furnished and operates much as a 


newspaper, 


COURTESY AD—Gray & Rogers, Philadelphia agency, makes the space count when 
it runs a “courtesy” ad in an association or society book, as can be seen in the 
above copy it uses in the Philadelphia Press Association’s annual dinner dance 


magazine. 


U.S. Male Better 
Dressed Than Ever, 
a 

Collier’s’ Learns 

New YorK—The American male 
is more clothes conscious and bet- 
te: dressed to meet all occasions 
than ever before, Collier’s con- 
cludes on the basis of a study of 
his dressing habits and purchases. 

The typical male wardrobe, said 
Ray Robinsen, Collier’s research 
director, includes four suits; three 
coats—overcoat, topcoat and rain- 
coat; 21 shirts; 24 ties; three hats; 
seven pairs of underwear; three 
pairs of pajamas; several sweaters, 
and one bathing suit. 

The average Collier’s male read- 
er buys one suit a year, paying $55 
for a fall and winter suit or about 
$43 if it’s a summer lightweight 
affair. He buys four ties a year, 
and gets three others as gifts. He 
averages one hat a year, one pair 
of pajamas and four sets of under- 
wear. He buys six shirts annually, 
four of them regulars at $3.90 each 
and two sport shirts averaging 


$4.68. He buys two pairs of shoes, 
paying slightly more than $11 each. 
Bathing trunks are renewed just 
once every five years. 


ws Men prefer the single-breasted 
suit right now, but an important 
majority of 73.7% do not look for 
or prefer any particular suit brand 
or manufacturer when buying a 
suit for fall or winter wear, the 
magazine discovered. About two 
out of three men shop around, the 
others buying exclusively at one 
store. 

The survey showed that 74.5% 
of the men bought their last suits 
in men’s clothing stores; 17.3% 
bought them in department stores, 
and 1.6% got mail order apparel. 
A total of 43.6% said they main- 
tain charge accounts with the 
stores where they buy clothes or 
haberdashery. 


Newton Joins Geyer Agency 


Geyer, Newell & Ganger, New 
York, has added William L. New- 
ton, previously with Badger & 
Browning & Hersey, to its staff as 
a group merchandising executive. 


eg aa Sites Mes figs. : se ke ays aj wa it fe : ‘ — ; art or 5 . nat ae ia ae a ‘ Seba eth 2x ‘cas i oo ly Mee sau’ t ih y 2 ‘af agar wad ee ne af 33. Ss ame Ky ot as Sr yar facia paee Se 
Mh EF ROR Nee, & sate aoe ae i os he ‘ + ee eT ee i)" ey met Sit ad Ph ge. - Pa: ie ar , © i as er eer ches 
ie clans Da: aks ad ae, Taare, gine Moe. ee ie a < ee, coh ta ean Fe NE ah , e fee ie a ak pr oes Le age, oe 
aeae ek a Tis oe oe per aS nas hn ey ey a “s oe Seige Meine IBN Lie ae Rtas, mss ee we Sauder Hoo 
= . i a ae 7 ee Bost) eee 2s ara, me Bad pee i Pat ee Se ee me eee ail ewer aa RE Lak, Ogle = ; eros a Sees oF SM eS ie 
as ae ’ ra 5 alana AoA een) vied lee SR ce: aie cd sleeaes Saber eet ai Ss ae ame i al Ae Pig oat Bg" eet eth? bee vig Re gee SY ares «7 pe Oi 
es ee ee ee eon She ae som he 2 aie? aa Aa ie a * al th td a ey eae Pia eee Pe me td a rs ve a8 oat ee Ser 
oe ee aS See ee ee eee a pe Sa ae : : mi Gt ans 4g Cn Tinea gir Le eo =f eet My Palas Soh ae ee gine meer i cr te 
2 eee. au Ss ee mere ise ge i) 2a a4 aes Bens Pi sors , = ae % , ee ao. Ea a eo ee ri hy pets ae ee a Loon ae iy : gee ey es ee ae a Pees ee 3 oe ne bone - 
. i so a eS ae RE a eae ee ek wy he a rr er Meee IR SR Se ge SS 
Se i ee ees ae a a eee ee ae cave 2S ERE ei gill ce a i Mla i. «Raid 
- * c * s . ” i eS 
a Jaa : f 
coger 
eS ee: if 
‘alii Be Se il PH 4 
A ; ‘ . a ae 3 
Riis A Ott vt gq < Wf / 
Samay - mA oe : . | 
Sore ae > het ce Z 
eee a nae oe, e re. 
ay y yy 7 ‘ 
“ee CONV E OLS 
ae 
| ee 
- 1 d 
te 2b en 
be A 
Saas - 
ae | l 
Bee bs 
i | Co 
z ’ 
et Site a ; 
er a 
* 
| with the hidden shading screens . EE 
: thet are instantly “brought up” with the 
he application of developers. Finished art con 
; ’ have two tones of gray plus black and white 
| 
| | a | 
h | 
her 
eS : 
fee are 
ee | 
a : 
. OO EE — 
: eee 
ee 
hy 
: ee 
- 
| a 
,| 
’ eee ——— 
; , 
: | 
j | 
; : Meee ~ | 
: ‘ 
: a ] 
1 ] 
| J 
\* ! 
; 2 i 
7 | € 
Bi i, ‘ 
“ss ——— “ Ee I 
; : 
t 
: Va : 
. ) t 
ey i 
oe oe : 
ieigee : I] 
% . Re : 
eee: . l 
ih ee : t 
, | ! 
25, Pe aw r 
; : _ a c 
oxi d 
‘ 
a 
; OQ OOOO 
: pi 
g Y % ci 
. N 
; SC 
7 4 s \ a 
4 a lo 
ete . — . 
Eis a , — : _ 
og | ;. As 
ee 8 , al i ‘ 1 
ye , fs we” ig yh 9 er 
ea ’ - — a a ae a a oa 
a Me 3 
rae 
a t The 
a . 
nae . 0 . f 
Baie ~ j ef ¥ 
ee ibd * » - *, : : 
th * é 
One ea aa as ie: po 
tear | oh ea = : 
ot an ¢ gs ca 6 — 4 
i ney 3 % 
j a a re nog ee Nn f 
eae - _ : 
t “oo , ro 5 i 
| oe eo ea 
ae ora eer 2 . 
ow oe age ene aa 
eee ea st i 
| i. ae i : 
ee ete Se ns ae ~~ 
oe 8 Sapa. 5 © oi ‘ 
ei ia gn nr , oe 
4 aa i, aes : Ok se eal ERS Neti, ; 
Bo A ees ie a) eer 
age ~ 2 ag * a pe PE . a Ps, 4a ee P 4 
™“ Ga eee ; KS Fee. dae > 3 Aas ies aig ee he a se goat Pi se y 7 f 4 
‘ Er Re et Pee ish i ee. ee ee “ : 
: pO ak, errr ee as RR Re Roa BU Be. is. poly ean a fk ’ 
7 ee eg Shes a” Me hen A 
; ae arte ee i ee AS Mee Ne, Re: 
nitrate: as Ba oO a eg i ae RN oe te caer 8. aaa + ee ue eae, ae 
ere Se Bei as Be Ss tft BO tie. ae Ps TT ee «eo aa : 
~ J SE 0 ae IR ag ee ees eed ea ig. 
- vegeta mie ed ey Me er ea 5 Ps aa % are ge 
~ oe Sedat» gk: See ee re. + acnaindeniing onal sas alli ina it — SP 
oe ie ae oe Sete Seer eer he es, ee Cee ai i 
ee ce “ d é Aer ny Ph, Ser e. hid Sige RS a Bs “igre RE ie Rae SBF ee Rahs ahi a 2 3 Bd 4 : 
= Cent acs Sauee ae mc St fae ee ae a ee RIE Rec caters Se oe 
aoe a mexosorealh Re ere: “aia Mi gg FNS ie glee Cag ee a 
Se ee d Pa. Fae a 5 oO ae e vom agg “oS oR SRG RN IEE iy Ee t Ser she Nb es tae 
5 ais » 5 eo al OS : 2 ‘eee Py RR at 
es eel steal oye > . ce eae 1 Sige ae , . ae ° ee Wee ee 4 
ae ee ess Pe ie OR eae A -e, on RS et ay Le we 
ge — Oe ee ce SO OR eek Skee a ‘ig eo — 
Peele sau ok oe ) ae: Gee Sand. ae ho 8 cr ly pee 
Besta <P - A ve | q Se i Se ae. yO” eee “ , 
BA te ; - Serr a Pi IE ety EN amin: ‘ 
i es ey ’ os ’ we, gi te oF = my = — sbi * a ae Be { f 
ao ‘ “ 2 
ev aa : ; 
Spade 4 
ae 5 “ 4 
~~ phen. iaggsees 


idvertising Age, November 28, 1949 


Magnificent Era 
{s Ahead, Claim 
‘Cycles’ Experts 


New YorK—The United States 
riay well be moving into its “great- 
est years,” heads of the Founda- 
tion for the Study of Cycles con- 
clude in a “1950 Postscript” to the 
volume they published in 1947, 
“Cycles—the Science of Predic- 
tion.” 

Developments since the 255-page 
book was issued by Edward R. 
Dewey, director of the foundation, 
and his associate, Edwin F. Dakin, 
have borne out their warning that 
the U. S. economy faced “rough 
weather” in the ensuing years. 

The 52-page postscript to the 
same volume, however, points out 
that the same rhythmic cycles of 
major business activity which fore- 
cast the present decline also in- 
dicate expansion in the middle 
and late ’50s “on a scale that 
should make for magnificent re- 
covery; and opportunities opening 
up on a scale unfamiliar in any 
recent times.” 


s Considering all known proba- 
bilities, the authors say, the coun- 
try is “very near a time of vast 
new progress and world recon- 
struction on a scale quite new to 
recent American experience. Bar- 
ring war’s cataclysm, those young 
Americans beginning careers to- 
day should find opportunities never 
even glimpsed by those in the ’20s 
and ’30s who called themselves the 
‘lost’ generation. We may well be 
moving into our nation’s greatest 
years.” 

The foundation chiefs declare 
that recent discoveries regarding a 
six-year rhythm in the economy 
tend to confirm other rhythmic in- 
dications that, depending upon the 
industry, industrial production is 
likely to see postwar lows some- 
time between 1950 and ’52, with 
1951 the most probable date for 
most industries. Other major 
rhythms are 54, 18, 9 and 3'%4-year 
cycles. 

The present period of economic 
decline, the authors observe, offers 
the U. S. a great opportunity. 


# “It could even be our last op- 
portunity,” they continue, “to de- 
cide whether we want to run a 
sound profit-economy in America 
—and who would say ‘No’ after 
looking at the rest of the world? 
—or whether we are going to move 
the rest of the way into state own- 
ership and control of production 
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Metropolitan POPUL ATION € 


Now 185,000 


*S.M."s Survey of Adv. 
and Agency Executives 


Peora 


and distribution. 

“If our choice is to be the way 
of freedom and abundance, then 
we have a very large overhauling 
job to do in a system which takes 
well over 25% of the national in- 
come in taxes; which still gives us 
no feeling of economic security; 
which has managed to make our 
industry so unattractive to inves- 
tors that government bonds, even 
in prosperous times, are more de- 
sired than stocks.” 

The expanded edition of “Cy- 


cles,” selling at $3.50, is being pub- 
lished today (Nov. 28) by Henry 
Holt & Co. 


Sawyer Buys Station WHHT 

Harold H. Thomas has sold Sta- 
tion WHHT, Durham, N. C., local 
Mutual Broadcasting System out- 
let, to Tom Sawyer, president of 
Public Service Corp., which owns 
and operates WSSB, Durham. 
WHHT will cease operation. Mr. 
Sawyer said that his station had 
made the purchase in order to ac- 
quire the services of MBS. 


Welsh Joins McCreery 

Bill Welsh, formerly general 
manager of Allied Advertising 
Agencies, has been named head of 
the radio and television depart- 
ment of Walter McCreery Inc., 
Los Angeles, successor to Smith, 
Bull & McCreery. 


‘Pageant Names Livingston 

Pageant, New York, has named 
Hilda Livingston, formerly adver- 
tising and publicity manager of 
Grosset & Dunlap, as promotion 
manager. 


a eg 


Changes to Semi-Monthly 

Effective Jan. 1, Farm Imple- 
ment News, Chicago, will change 
from a bi-weekly to a semi-month- 
ly publication. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc 
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SOUTH DAKOTA DAILIES 7a 


SOUTH DAKOTANS SPEND 
81% MORE THAN THE | 


NATIONAL AVERAGE! — 


SOUTH DAKOTA DAILIES are as welcome as a hearty handshake 
in the rural and urban homes in South Dakota. South Dakota 
Dailies are trusted friends of the family—/ocal, well-liked salesmen 
that can sell your products better in more South Dakota homes than 
- edited, well-organized local newspapers that 
have earned the respect .. . the readership... . 
the ready response that comes from distin- 
guished service to the home community and 
the surrounding rural area. South Dakota Dai- 
lies are warmly human yet crisply efficient in 
presenting the facts—their columns are filled 
with helpful information to the farmer, the 
tradesman, the housewife—their pages are 
packed with news vital to the great food grow- 
ing and processing area which they serve! 


Cash in on South Dakota’s Dailies’ responsive readership 
... thorough coverage . . . unchallenged market . . . com- 
plete presentation of local and national news affecting 
the Great South Dakota farm area. Advertise in South 
Dakota Dailies now! Write to any member newspaper for 
complete information. 


SOUTH DAKOTA — Ofgfortunity Land 


Abundant natural resources. . L 
a fine highway system that is constantly 
being improved and expanded by the State High- 


any other media. 


SOUTH DAKOTA DAILIES—reaching ninety per-cent of the con- 
sumer population—thoroughly cover a rich, re- 
sponsive market not inftuenced by any metro- 
politan newspaper. South Dakota residents 
spend 81% more than the national aver- 

age. They have $300,000,000 in ready 


SOUTH DAKOTA 


SELL MORE THAN 
/ YOUR QUOTA IN 


ADVERTISE IN 


RICH SOUTH DAKOTA 


SOUTH DAKOTA DAILIES! 


labor... 
way Commission . 


and Parks. . 


i, of i re oe ee ONT ; 
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cash—not counting investment savings—wait- 
ing to be spent for food, automobiles, beverages, 
drugs, electrical appliances and clothing. — 


See te © 


DAILIES are modern, well- 


. friendly American 


. planned recreation facilities 


under the direction of the department of Game, Fish 
. these are but a few of the many ad- 
vantages that aggressive manufacturers and distrib- 
utors are considering in their plans for expansion or 
decentralization. Investigate for yourself the fine lo- 
cations and golden opportunities for your business 
in hospitable South Dakota! 


Comprise Six Locally Managed and 
Locally Edited Newspapers Serving 
the Six Primary Markets of South 
Dakota ... Both Rural and Urban. 
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Study Shows Ad 
Budgets Depend 


on Sales Goals 


New Ketchum, MacLeod 
Report Lists Per Cent 
of Sales Spent on Ads 


PITTSBURGH—In 1949, a cross- 
section of 264 companies spent 
3.323% of gross sales on advertis- 
ing. In 1948, the same companies 
spent 3.251% of their gross sales 
on advertising. By lines of trade, 
advertising expenditures ranged 
from a high of 17.85% for drugs 
and cosmetics to a low of 0.61% 
for utilities. 

However, according to Ketchum, 
MacLeod & Grove’s new study, 
titled, “How Much 264 Companies 
Are Spending for Advertising and 
Selling,” most companies do not 
determine their advertising and 
Sales budgets by allocating a fixed 
percentage of sales income to these 
jobs. 

“The 264 companies which fur- 
nished material for the study,” the 
report declares, “were pre-selected 
as to geographic location, company 
size and type of business, to pro- 
vide a good cross-section of adver- 
tising and selling cost experience,” 
including consumer vs. industrial 
sales emphasis. 


s Total sales expense, the agency 
found, also increased fractionally 
from 1948 to 1949. In °48, the 264 
companies spent an average of 
7.823% of their gross sales on sell- 
ing expenses. In 1949, the figure 
was 7.917%. 

But Ketchum, MacLeod & Grove 
insists that “such averages are not 
reliable sales indexes. They rep- 
resent a large variety of products, 
selling problems and selling meth- 
ods. Companies introducing new 
products, promoting new uses for 
old products, or seeking to increase 
their market share, would normal- 
ly spend far more than these broad 
averages would indicate. Sales 
goals and selling methods, as well 
as percentages, must be compared.” 


s Results of the study support the 
generally accepted principle that 
advertising, as a percentage of 
sales, decreases as the total sales 
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retail sales 
$3,592,000. 
$103.51 per capita.* 


*Copr. 1949. Scles Management 
Survey of Buying Power; further 
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volume increases. In 1949, for ex- 
ample, companies spent the fol- 


lowing: 

Gross Sales % of Gross Sales 
Volume Spent on Ads 
Under $1,000,000 8.308% 
$1-$2,000,000 6.680 
$2-$5,000,000 3.900 
$5-$10,000,000 3.244 
$10-$50,000,000 2.714 

Over $50,000,000 1.524 


Also, the report continues, ‘“‘com- 
panies with consumer marketing 
emphasis tend to use a larger share 
of the sales dollar for advertising 
than companies emphasizing in- 
dustrial sales. 

“Companies dividing their em- 
phasis between consumer and in- 
dustrial selling spend less than 
those with emphasis on consumer 
markets, more than those with 
emphasis on industrial markets.” 

For example, in 1949, the fol- 
lowing percentages of the gross 
sales dollar were spent: 


Emphasize consumer sales 5.102% 
Emphasize industrial sales 1.519 
Consumer and industrial 2.756 


we The average sums spent by the 
reporting companies vary in part 
because of their definitions of ad- 


vertising expense. All definitions 
included space, art and production 
costs. 

In addition, some companies al- 


so included the following: 
Expense Item Included by 


Catalogs, literature 58% 
Direct mail Bs 
Dealer helps—co-op ads, 

mats, point of sale 47 
Sales promotion—trade 

shows, movies, slides 42 
Ad department salaries 17 
Publicity 10 
House organs 7 
Souvenirs 6 
Samples 5 
Sales training 4 
Merchandising 4 


Selling expense as a percentage 
of gross sales also was found to 
vary by industry and the size of 
the company reporting, in addition 
to the variation between companies 
which emphasize consumer sales 
and those with an industrial em- 
phasis. 

Again, however, the obvious 
conclusion is that most companies 
today analyze the job to be done 
and the results expected. Both ad- 
vertising and selling budgets are 
set with these goals in mind—not 
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1949 
Hight 
5.00% 
4.40 


Advertising as a Percentage of Gross Sales 

Industry 1948 1949 
Appliances & Radios 2.478% 2.521% 
Automotive 1.296 1.332 
Beverages 13.535 11.710 
Business Machines 2.548 3.605 
Chemical 1.531 1.466 
Clothing 3.531 3.264 
Drugs & Cosmetics 16.714 17.857 
Electrical Products 2.908 2.848 
Farm Implements 1.328 1.202 
Food 4.596 4.723 
Furniture & Office Equipment 3.900 3.400 
Heating, Ventilating & Air Cond. 1.705 2.440 
Heavy Industrial Equipment .867 .861 
Iron & Steel (Inc. Fabricating) 1.290 1.520 
Lumber & Building Material 1.580 1.394 
Machinery (Except Electric) 1.441 1.679 
Non-Ferrous Metal .953 .867 
Paper & Paper Products 1.285 1.438 
Retail Stores 1.356 1.382 
Stone, Clay & Glass 4.813 4.700 
Textiles 1.260 1.675 
Transportation 1.983 2.190 
Utilities .619 .613 
*Miscellaneous Consumer Goods 5.694 6.185 
*Miscellaneous Industrial Goods 2.755 2.569 
*Includes all returns where less than three companies responded for an industry. 
tTwo of the most important reasons for wide variation between “‘high"’ and “‘low’’ answers are dif. 

ferences in definitions of advertising and differences in results expected of advertising. 
by allocating a fixed percentage | Ketchum, MacLeod & Grove for a 
of sales income to these jobs. 

The report was prepared by! available for general distribution. 


limited circulation. No copies are 


f Se a group of nice, well-to-do people 
who are eager to improve their home 


living. 


Then sit them down with a magazine that 
points the way to the very things they want. 


Points the way—with useful ideas and infor- 
mation that are really a buying guide for 
good living. With 100% service content that 
helps them to become better homeowners, 
neighbors, parents. With editorials that tell 
them how to do worth-while things—and 
ads that tell what to buy to do them with. 


Wouldn’t you say that this is the time when 


buying pores are opened—and sales 
actually started? 


That’s why the magazine, Better Homes & 
Gardens, is ‘America’s Ist Point of Sale.” 
Why it’s read with keen interest every 
month in more than 3,000,000 homes with 
above-average incomes. Why it sells every- 
thing from tea cups to tires, from canned 


peas to pianos. 


If you'd like to start some fast sales for your 
product, set aside fifteen minutes for a 
Better Homes & Gardens representative. 


America's 4* Paint of Gale 


Fastest way to start a sale 
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Rarclay Sees New 
Market for Special 
$2 Corby Package 


PeoriA, ILL.—Jas. Barclay & Co. 
L.d. has announced what it calls 
al) entirely new departure from the 
u. ual type of Christmas liquor pro- 
motion for its Corby’s Reserve 
blended whisky. 

Aimed at opening a completely 
untouched new field for holiday 
package sales—the “$2 gift mar- 
ket’—the Barclay plan features 
Corby’s Christmas Pint, the “lit- 
tle gift’ with the personal touch. 
It will be backed with magazine 
and newspaper advertising during 
December. 

Cliff Hatch, general sales man- 
ager, Said that the Barclay sales 
organization is confident that the 
heavy promotion planned for the 
Christmas Pint will result in genu- 
ine new business for outlets where 
it is offered. 


s As a “little gift,” it is felt that 


name in Canade since 1859 


se 


NEW DEPARTURE—Jas. Barclay & Co., 

Peoria, Ill., aims at the “$2 gift mar- 

ket” with this offer, made in newspaper 

and magazine ads. Brooke, Smith, French 
& Dorrance is the agency. 


the colorful pint package will not 
cut into sales of the fifths and 


quarts, but will invade a $1 billion 
“$2 gift market” long dominated 
by neckties, cartons of cigarets, 
toilet kits, et al, bringing new bus- 
iness and new customers into the 
liquor store, he said. 

Further advantage of this unique 
holiday package is that it is an 
ideal substitute for the “cash grat- 
uity” that some people customarily 
give at Christmas to servants and 
service people, Hatch added. 

“A gift pint should be more 
welcome to many than the cold 


ift of $2 3 in an envelope,” ; ™ 
oer of Shee SS in an — |tion. Richard L. Bean, 


he declared. 

Special full-page, full-color ads 
will promote the package in Col- 
lier’s, Life and Look. Newspaper 
ads will appear every week until 
Christmas in newspapers in every 
area where the Christmas Pint can 
be offered. 


s Colorful point of sale pieces for 
counter service near the cash regis- 
ter will be offered as a further 
sales stimulant. 

Barclay’s sales executives be- 
lieve that promotion of this un- 


usual Christmas package will re- 
sult in the sale of three to five ex- 
tra cases of pints in most outlets, 
even with no special effort on the 
part of the retailer. 

Brooke, Smith, French & Dor- 
rance, Detroit, is the agency. 


CofC Adds TV Section 


Marking an increased effort to 
stimulate trade and create more 
jobs through development of tele- 
vision and allied business fields, 
the Los Angeles Chamber of Com- 
merce has created a television sec- 
assistant 
publicity director and secretary of 
the chamber’s television committee, 
has been transferred to spend full 
time on television division activ- 
ities. 


‘Diesel Progress’ Moves 


Diesel Progress has moved its 
executive, editorial and production 
offices from 2 W. 45th St., New 
York, to 816 N. LaCienega Blvd., 
Los Angeles 46. Rex W. Wadman, 
editor and publisher, will head the 
Los Angeles office. Wilbur W. 
Young, vice-president, will stay in 
New York in charge of sales. 


6. manrethau, 3,000,000 
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Research Suggests 
Old TV Set Owners 
Become More Blase 


Cuicaco—The longer TV _ set 
owners have their sets, the more 
blase and critical they are about 
the programming. 

Although video advertisers, re- 
searchers and producers have 
argued the question heatedly for 
some time, evidence for or against 
such a generalization thus far has 
been scarce. 

Gordon Norberg of Wade Ad- 
vertising Agency has presented ad- 
ditional data on the dispute. In the 
Schwerin studies of Miles Labora- 
tories’ “Quiz Kids” TV show, he 
said results to date indicate: 

Set owners, who have had sets 
from one to two years, like the 
show as a whole about 10% more 
than owners who have had sets 
for more than two years. 

Set owners with sets less than 
a year like the show about 15% 
more than owners who have had 
sets two or more years. 


ws Other conclusions reached by 
Miles and Wade Advertising as a 
result of the Schwerin studies 
(AA, May 23) are: 

There is almost no difference in 
the reaction of home and studio 
audiences to the “Quiz Kids” show. 

Among the home audience, there 
is almost no difference in attitude 
because of the size of the set or 
the number of viewers in the room. 

There is no noticeable difference 
in attitude toward the “Quiz Kids” 
TV program between persons who 
listen to the show on AM radio and 
those who do not listen to the AM 
program. 

The same age groups like the 
program in about the same pro- 
portion whether it is aired on AM 
or telecast on TV. Persons under 
21 and in the upper age brackets 
like the show more than other age 
groups. It makes no difference 
whether they hear the AM version 
or see the TV program. 


Fehr Brewing Signs Sarra 

Frank Fehr Brewing Co., Louis- 
ville, through its agency, Smith, 
Benson & McClure, Chicago, has 
signed Sarra Inc., Chicago, to pro- 
duce a film series of 12 20-second 
stop-motion TV commercials. The 
commercials will be telecast in 
sponsored programs and as station 
break announcements on WHAS- 
TV, Louisville, and WFBM-TV, 
Indianapolis. 


IS HE 
working 


YOU? 


Win for your product the influence 
and good will of the 20,000 County 
Agents, Vo-Ag Teachers, Exten- 
sion Leaders and Soil Conserva- 
tionists who read Better Farming 
Methods every month, 


mmm Gefrcz 


for Leaders 
Who TRAIN and FARMING 
METHODS 


ADVISE Farmers 
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Bedding Group Plans) Show.” The association will spend 


Intensive Promotion 
for ‘50 Sleep Show 


about $27,000 on the merchandis- 
ing event, which follows the win- 
ter furniture market. 

Most of the NABM money will 
go into production of retail aids, 


Cutcaco—Sales of bedding in| mats and similar material. Bedding 
1950 probably will be 5% to 10%/| manufacturers will distribute the 
below the $825,000,000 1948 vol-|kits to their own dealers, along 


ume. 


with their own promotional ma- 


Advertising beidgete of individ-| terials. 
ual manufacturers will be about| Total advertising expenditures, 
the same or slightly higher in 1950| most of it at the retail level, prob- 


than in 1949. 

Bedding prices through the early 
months of next year will not go 
down and may move upward 
slightly. 

The all-industry “Sleep Show” 
promotion, set for April 17-29, 
1950, will get even stronger back- 
ing than the successful 1949 event. 

These forecasts came from ex- 
ecutives and members of the Na- 
tional Association of Bedding Man- 
ufacturers during the group’s 34th 
annual meeting here. 


s Top spot on the four-day agenda 
went to the forthcoming “Sleep 


ably will be well up in the six- 


figure bracket. 

In addition to the association 
and individual industry campaigns, 
Living for Young Homemakers, 
McCall’s and Woman’s Home Com- 
panion have additional plans for 
editorial and merchandising tie- 
ins. 

Special window displays and lo- 
cal radio, newspaper and TV cam- 
paigns will move out of the plan- 
ning stage at the conclusion of re- 
gional dealer meetings in January 
and February. 


Horton Appoints McConnell 


E. Hoy McConnell has been 
named merchandising manager of 
Horton Mfg. Co., Fort Wayne, Ind., 
ironers and washers. He also will 
continue to be in charge of all ad- 
vertising and sales promotion ac- 
tivity. 


‘Parents’ Picks Dwerkin 


Parents’ Institute, New York, 
has named Lee Dwerkin, previous- 
ly with Esquire, as advertising 
manager of the Shopping Scout 
section of Parents’ Magazine. 
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Names Street & Finney 


Chattanooga Medicine Co., Chat- 
tanooga, Tenn., has named Street 
& Finney, New York, to direct 
advertising of the entire Cardui ac- 
count, effective Jan. 1. Newspapers 
and spot radio will be used. 


‘Mirror’ Appoints Milton 

The New York Mirror has ap- 
pointed Arthur C. Milton, former|y 
of the tabloid’s sales staff, as ma»- 
ager of the new metropolitan sec- 
tion now issued with the Sunday 
Mirror. 
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TOP MANAGEMENT'S 
GOOD RIGHT HAND 


54 Park Row, New York 15, N. Y. 
12 East Grand Ave., Chicago 90, III. 


15 years to 


If you think your business is different, 
consider ours for a moment...and 
discover perhaps how our difference 
can help you with yours. 


You see, we have devoted nearly 


the business of being a 


different kind of network. 


This gives us quite 


an edge, in these times 


when extra-efficient, better-than-average 


marketing techniques are required. 


And it gives you several new 


ways—all of them well tested — 


to make your dollars do double duty. 
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Timken, Union Oil 
Share Ad Honors in 
‘43 Freedom Awards 


‘ALLEY Force, Pa.——Two hun- 
dred individuals and organizations 
were presented with 1949 Freedom 
Foundation awards last week in 
recognition of their contributions 
to the American way of life. Gen. 
Dwight D. Eisenhower, president 
of Columbia University, presented 
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the awards. 

Cash awards of $2,000 were giv- 
en for first place in each of 12 
categories. Second place drew $750. 
Other cash awards ranged from 
$600 to $50. A gold medal was 
given with each award. 

The winners, selected by a jury 
of state supreme court justices 
and officials of American patriotic 
societies, included the following: 


@ Best advertising campaigns: Ist 
place to Timken Roller Bearing 


Co. for its plant-city campaign, 
“It’s Your Right”; 2nd place to 
Union Oil Co. of California for its 
institutional advertising program 
on the how and why of Amer- 
ican business functions. 

Best editorials: 1st place to 
Charles Francis Coe, editor and 
publisher, Palm Beach Post-Times, 
for “Be It Known,” published Sept. 
19; 2nd place to Dr. Ruth Alexan- 
der, New York Mirror, for “What 
the State Gives Away It Takes 
Away,” published Jan. 30. 


Best magazine article: lst place 
to Roger Butterfield for “Nobody 
Liked It but the People,” published 
in The Saturday Evening Post 
Sept. 17. 

Best radio programs: Ist place 
to “The Greatest Story Ever Told,” 
sponsored by Goodyear Tire & 
Rubber Co., over ABC; 2nd place 
to “Cavalcade of America,” spon- 
sored by E. I. DuPont de Nemours 
Co., over NBC. 


s Best motion pictures: Ist place 


For instance... 


On no other network can you raise your sales 


voice in 500 transmitter-markets—300 of them 


being the only network voice in town. On Mutual 


you can...The Difference Is MUTUAL! 


On no other network can you enjoy maximum 


flexibility in selecting your station hook-up... 


routing your program as you route your salesmen. 


On Mutual you can...The Difference Is MUTUAL! 


On no other network can you locally—at no 


extra cost—tell your customers where to buy what 


you are selling, as well as why. On Mutual 


you can...The Difference Is MUTUAL! 


On no other network can you buy the proven 


benefits of coast-to-coast radio—and save enough 


to explore the high promise of television too. On 


Mutual you can...The Difference Is MUTUAL! 


On no other network can you s-t-r-e-t-c-h your 


hardworking dollars to the point where you get 


six listener families for the price of five. On 


Mutual you can...The Difference Is MUTUAL! 


These are five of the points which add up 


to a big plus for the Mutual advertiser. 


Interested in the proof of any or all of 


the 


them? Let’s sit down together and 


discuss our differences. 


mutual 


broadcasting 


system 


to Cluett, Peabody & Co. for its 
film, “Enterprise”; 2nd place to 
Harding College for the film car- 
toon, “Make Mine Freedom.” 

Best company employe publica- 
tions: Ist place to “Wireco Life,” 
published by the industrial rela- 
tions department of American Stee] 
& Wire Co., U. S. Steel subsidiary, 
A. J. Beiler, editor; 2nd place to 
the “Bulletin,” publication of Weir- 
ton Steel Co., John A. Jones, edi- 
torial director. 


B&B Appoints Two 

Paul Roberts, formerly a radio 
director of National Broadcasting 
Co., has joined the radio depart- 
ment of Benton & Bowles, New 
York, as script editor and radio di- 
rector. William E. Schneider, with 
B&B since 1937, has been named 
business manag-r cf the radio and 
television department. 


‘Newsweek’ Names Campbell 

Robert D. Campbell, formerly 
with Macfadden Publications, has 
joined the West Coast sales staff 
of Newsweek, with headquarters 
in Los Angeles. 
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Promotes W. ]. Thompson 

The New York Sun has promoted 
William J. Thompson, previously a 
copywriter in the promotion de- 
partment, to assistant promotion 
manager. Mr. Thompson has been 
with the Sun for the past seven 
years. 


Metcalt Joins Agency Net 
National Advertising Agency 
Network, St. Louis, has elected 
George T. Metcalf Co., Providence, 
R. I., as a member of the network. 
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Moser & Cotins Holds 
‘Life Grip’ on Clients 


Some Have Stayed with 
Agency for 35 Years; 
Staff Has No Ulcers 


By JOHN CRICHTON 


Utica, N. Y.—On Nov. 15, Moser 
& Cotins held a dinner for its 35 
clients, including four who had 
been with the 35-year-old agency 
ever since it started in 1914. 

The first World War in Europe 
was only a few weeks old when 
Arthur S. Cotins and the late 
Theodore E. Moser set up their 
agency, using $1,400 in borrowed 
capital, plus another $1,000 bor- 
rowed for operations. 

Their aim was simple: to pro- 
vide upstate manufacturers with 
complete, topflight advertising and 


merchandising service. 

They bought the Esser-Wright 
agency, which was in sad financial 
shape, and had lost recognition by 
Curtis Publishing Co.—then the 
chief arbiter of power in the maga- 
zine publishing world. 


ws Moser & Cotins made a typical 
decision. They knew their clients 
needed the Curtis publications, and 
so for nine months they continued 
to place advertising with Curtis— 
sending the cash along with the 
order. At the end of nine months, 
Curtis extended them recognition, 
and—much to their surprise—Cur- 
tis gave the struggling agency the 
back commissions. : 

Of the two, Moser was apparent- 
ly the more experienced. He was 
general manager of the Esser- 


During October 


The Seattle 
POST-INTELLIGENCER 


carried 


MORE 
RETAIL DISPLAY 


ADVERTISING 


than during 


NY OTHER MONT. 
of its 86-year history 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Mik 
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PLANS BOARD—Gathered here are most of Moser & Cotins’ top people. Left to 

right: James N. Brown, vice-president; F. F. Michel, production manager; George P 

Hodges (dissected) account executive; A. Montgomery Huntington, vice-president and 

art director; Lyle B. Reigler, vice-president; Laura B. Mang, media director; Harry 

T. Duffy, copywriter; A. Lorette Coyne, copy chief; E. S. Nuspliger, copywriter; and 
A. S. Cotins, president. 


Wright Co.; he had written copy 
for Lord & Thomas in Chicago, and 
had worked on the staff of Dry 
Goods Economist and McClure’s. 
Cotins, at the time, was but three 
years removed from Cornell; he 
had worked for Esser-Wright as a 
copywriter and quit because he 
disliked the agency’s tactics. 

In 1914, there were no agencies 
operating in upstate New York in 
the current sense of agency service. 
There were house agencies, there 
were space placers, and M&C in- 
tended to be neither. What they 
were shooting for was the rich in- 
dustry of the Mohawk Valley, 
which then was alive with textile 
plants (many of which have since 
moved South to the source of their 
raw material), and with medium 
and heavy industry. 


ms Mr. Moser was president; Mr. 
Cotins was vice-president and 
treasurer. In his capacity, Cotins 
quickly learned about money. He 
persuaded the banks to advance 
the money which let the agency 
operate in its tenuous first years, 
and it gave him a continuing in- 
cisive insight into the problems of 
business finance and management. 

Many of M&C’s accounts today 
rely not only on the agency’s sell- 
ing and advertising advice, but to 
a considerable extent on Cotins’ 
knowledge of how business must 
be operated if it is to show a profit. 

As a result, adman Cotins must 
sometimes give way to financial 
analyst Cotins, who declines to 
recommend advertising until 


company has shored up its finan- 
cial bulkheads. 


w The characteristic M&C account 
—in 1949—is small (of the 35 ac- 
counts, the largest budget is $300,- 
000), and it may have neither an 
advertising nor a sales depart- 
ment. In these cases, Moser & Co- 
tins functions for it. 

Most of the agency’s accounts 
have been nursed along, moved 
gently from one bracket to an- 
other in the ascending promotional 
scale, taught selling know-how as 
they went along. Sometimes, after 
this laborious rearing process, the 
account winds up with another 
agency, usually situated in New 
York. 

But M&C’s batting average in 
this respect is not bad: Of the 35 
accounts, 20 have been in the shop 
for more than 15 years. 

And this economics-enforced 
relationship, in which the agency 
has to work within the manufac- 
turer’s bailiwick, pays long divi- 
dends in knowledge. Moser & Co- 
tins account executives know their 
companies, know the _ problems 
faced by each company in its 
field, and know the company’s in- 
ternal stresses. 


we The characteristic account is 
located somewhere in the vast in- 
dustrial region of upstate New 
York. Moser & Cotins account men 
travel by car; in a typical year, 
they’ll put 18,000 miles on. an au- 
tomobile in the pursuit of agency) 


a| business. For this, they’re com- 
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UP 76% 
SINCE 1939* 
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STORE 


‘> The reasons which lead Buffalo’s department stores 
to spend an ever-increasing portion of their advertisii 4 
budgets in the Courier-Express are good reasons why ii s 


also your best medium. 


Your dollar buys MORE space ... MORE insertions 0 
the Courier-Express . . . MORE impact on the custome 5 
with the money to BUY your products. 


* 
Competition’s Gain 50% 
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FORERUNNER—The clothes are different, 

but this copy for Duofold, which Moser 

& Cotins placed in the SEP in 1916, has 

much the same theme as 1949 ads. Duo- 

fold and M&C have been working to- 

gether for the 35 years the agency has 
been in business. 


pensated at 8¢ a mile, of which 
2¢ is retained by the company in 
a “new car fund,” to be applied 
when the account man wants to 
trade in his car. Incidentally, some 
of the men have the company keep 
4¢—but the 2¢ retainer is stand- 
ard. 

These 18,000 miles are not al- 
together a. pleasure. Upstate New 
York has a climate charitably de- 
scribed as inclement; the roads are 
covered with sleet and snow for 
much of the year. And M&C men 
drive big, heavy cars—because 
they’re more roadable, and because 
they handle better on slippery 
highways. 


s The typical M&C account man 
lives in Utica or its suburbs, drives 
to work in something less than 15 
minutes. He parks his car in the 
company parking lot, nosing it in- 
to a space which carries his name, 
neatly lettered on a yellow tag. He 
leaves his car unlocked, puts the 
keys in his pocket, walks through 
the garden, under leaf-covered 
arbors, and into the three-story 
remodeled home which the agency 
wns and uses as its office building. 

He may go to lunch in the Fort 
Schuyler Club, about half a block 
from the office, or he may go home 
and eat with his family. Because 
he uses his car a good deal, he’s 
likely to own two, one for the 
family. 

To the new M&C employe, com- 
ing into the agency from one of 
New York’s buzz & bustle estab- 
lishments, the first sensation is one 
of relaxation—the schedule isn’t 
quite so tight, the pressure isn’t 
quite so high. But it’s still the agen- 
cy business, and it’s still a mix- 
ture of canny advice, hard creative 
thinking, convincing showmanship 
an’ tough argument. 


® Part of this relaxation comes 
from that spread of accounts. Mos- 
er & Cotins has, in its time, been 
cli»ped hard. Last year it lost two 
ac‘ounts, whose aggregate billing 
wes $500,000. This is a _ sizable 
slie in any agency’s billing, and 
Mé © felt it. 

ut the spread of accounts 
he sed. Some new business came 
in, some of the old accounts ex- 
Pa ded, and Art Cotins is able to 
Sa. cheerfully that “we’ll be above 
la year...it hasn’t hurt us any.” 
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Not that the account changes 
didn’t rankle: One was moved be- 
cause the president had the deep 
conviction that the company should 
never stay with an agency more 
than three years, since that was 
the time span during which the 
agency’s ideas were fresh and vig- 
orous. He went against his princi- 
ple to the extent of staying with 
M&C for seven years, during which 
time the agency moved his pro- 
duct out from behind a barrier of 
trade resentment, and more than 
doubled its sales. 


ws In another case, a silver man- 
ufacturer had put M&C on a fee, 
doubled the fee at the end of the 
year, eventually saw the agency 
push the item into the No. 1 
seller in its price bracket—only to 


lose the account, in an adminis- 
trative realignment. It is no par- 
ticular solace to Moser & Cotins 
that the advertiser placed the ac- 
count with J. Walter Thompson 
Co., biggest agency in the world. 

The agency gives the casual ob- 
server the feeling of a smooth, 
easy-working team. This is par- 
tially due to farsighted manage- 
ment. 

Until Mr. Moser’s death in 1943, 
the company was operated as a 
partnership. At that time, a new 
company was formed, with Cotins 
taking preferred stock for his 
share, aid including his vice-pres- 
idents—James N. Brown, a hard- 
driving salesman who habitually 
works on the biggest and toughest 
accounts in the shop, and who 
joined the agency in 1924, shortly 


for M&C since 1923. 
Cotins, at 63, is outspoken about 
his plans for the agency in the 


after he graduated from Dart- 
mouth; and Lyle B. Reigler, who 
joined the agency the same year. 
Reigler has spent his entire | 
working career in M&C, except for | 
wartime service as an Air Forces 
captain. (“There’s a success story | 
for you,” says Cotins, proudly, 
“from office boy to partner!’’) 
The third vice-president is 
white-haired, soft-spoken A. Mont- 
gomery Huntington, art director 
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ASK 


You’ve got to sell the girls if you want 


to build big shampoo volume. You've got to keep sina 
selling them, too... again and again and again! | 
Spot Radio lets you do just that, economically 
and profitably. For, Spot Radio will deliver and 
sell an audience of women where and when you 
want it... once a week or twenty times a day, 
in one market or al] markets! 

Spot Radio gives you your choice of 


DETROIT 


NEW YORK « 
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audience, markets, stations, times, programs, 
seasons. This complete flexibility, backed by 
radio’s impact, makes any budget—large or 
eae | its full selling job! Ask your 7 
John Blair man about it. : i 
He knows Spot Radio! 
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event of his death. 

“It'll belong to the boys,” he 
says. “My estate won’t enter into 
it—that’s been taken care of by in- 
surance.” Cotins, who likes a solid 
contractual relationship, thinks his 
men like to know exactly where 
they stand, too. Some of the part- 
ners own as much common stock 
as Cotins. 

In fact, Cotins’ preoccupation 
with contracts permeates other as- 
pects of the agency business. The 
brief, one-page contract used by 
the agency with its clients, which 
describes in terse, unmistakable 
language precisely what the agen- 
cy will do and what the client will 
pay for it, has been frequently bor- 
rowed by other agencies. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


_ Represented nationally 
by Burn-Smith Co., Inc 


Art Cotins takes space contracts 
seriously, too. 

“In 35 years,” he says, “we 
haven’t missed a cash discount.” 

This view was put to the test by 
one advertiser, who had collected 
some handsome rebates in the past 
from newspapers when his linage 
bulked higher than his original 
contract. On this occasion, against 
his agency’s advice, he signed con- 
tracts calling for more linage in 
order to get the discount. He failed 
to fulfill the contract, and was 
promptly short-rated. He didn’t 
want to pay the short rates. Moser 
& Cotins paid off promptly, and 
then set about collecting from the 
advertiser. 

“We never welch on a contract 
we make,” Cotins told the adver- 
tiser, “and you’ll have to pay the 
short rates.” He took his time, but 
he paid. And he is still a client. 


ws This is not to say that M&C is 
infallible in advertising. It isn’t. 
After its superb campaign for Mo- 
hawk Mills moved that company’s 


products well ahead in the field, 
and later M&C lost the account, 
James D. Lees Carpet Co. picked 
Moser & Cotins, largely on the rec- 
ord of its efforts for Mohawk. 
These weren’t duplicated. “We 
did a lousy job,” Cotins says can- 
didly, and the account was lost. 
Similarly, while Cotins’ business 
acumen is widely admired upstate, 
he and Moser attempted a New 
York invasion in 1930. They had 
some accounts which had been ac- 
quired by companies headquarter- 
ing in New York. The agency 
opened a New York branch, and 
bought two agencies—Picard, 
Bradner & Brown, and J. B. Lyons. 
But in 1930, an agency was a 
precarious investment. The near- 
ly $2,000,000 in billings which M&C 
was to acquire from the mergers 
disappeared overnight. Further, 
Cotins discovered to his dismay 
that certain accounts had enjoyed 
very bizarre billing arrangements. 
Cotins, bred in the solid business 
integrity of upstate New York, had 
no patience with these deals. Fee- 


Prominent Users of Strathmore Letterhead Papers: 


An efficient product deserves 
an efficient letterhead 
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...A letterhead that looks businesslike and reliable, feels crisp and 
sturdy to the touch. Such a letterhead does the product justice...and 
helps to get prompt, favorable response from the recipient. 
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To protect homes and 
factories against such 
ravages by fire, 
Pyrene Manufacturing 
Company maintains 
engineering and 
research departments 
that constantly solve 
problems arising from 
unique industrial 
processes and the 


hazards of modern 
living. 
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That’s why the world-famous Pyrene Manufacturing Company uses 
Strathmore for its letterhead paper. “Pyrene” is a widely recognized 
symbol for efficient fire protection equipment. Its makers have found 
Strathmore letterhead paper most practical and highly representative 
of the quality of their product. Like many other famous firms, both 
large and small, the Pyrene Manufacturing Company is alert to the 
importance of using an expressive letterhead. 


If your own letterhead does not adequately express your business 
leadership, we suggest you have your letterhead supplier submit 
new designs...on Strathmore papers. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
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Strathmore Paper Company, West Springfield, Massachusetts 
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HOW IT WORKS—In this picture, George P. Hodges, account executive on Savage 
Arms for Moser & Cotins, explains a new gun in a conference with two copywriters, 
E. S. Nuspliger (standing) and W. C. McCarthy. 


CREATIVE SIDE—Here Art Director Huntington and Production Manager Fred F. 
Michel discuss a new job in Moser & Cotins’ art department conference room. 


splitting was not for him, and he 
told the new clients he could not 
represent them on that basis. 


e As one client left—it was a mail 
order book company, which had 
enjoyed a pleasant rebate—the 
owner told his advertising man- 
ager sourly, “I guess the new 
agency will have to get the full 
15%; that b------ Cotins will 
blab this all over town.” 

Which was precisely what Cotins 
intended to do. He berated the 
Periodical Publishers Association 
for letting the situation exist, 
pointing out that the circumstances 


were fairly well known, and asking 
why no action had been taken. To 
the feeble answer that the agencies 
had falsified their reports, Cotins 
said testily, “My estimate of your 
association has dropped 50%.” 

So, through the dismal days of 
the depression, Cotins worked to 
put a New York operation together. 
He succeeded to a degree, but in 
1933, when he finally returned to 
Utica, he cast no longing looks at 
Gotham. 

M&C had a New York office un- 
til 1941, when the agency assigned 
its interest to Hicks & Greist, which 
since then has operated as the Uti- 
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‘a agency’s New York affiliate. 

Friends tried to persuade Cotins 
t. stay in New York. He was told 
t) at he should not be discouraged, 
that powerful trends were in his 
f vor. Looking back—although he 
s metimes frankly describes the 
New York episode as a “debacle” 
—he found New York’s stringent 
commuting onerous, he missed his 
garden (“they thought I was crazy 
in Westchester when I started dig- 
ging up lawn to plant vegetables”), 
and he missed the sure and solid 
footing he had enjoyed with ac- 
counts. Remember, the average 
M&C account has been in the shop 
for 14 years. 


as With all this background, Cotins 
and the inner core of the agency 
are most inclined to regret the 
clients to whom they gave good 
advice that went unheeded. This is 
not taken lightly. ““We ought to be 
better salesmen,” Cotins says bit- 
terly, recalling the times when the 
agency knew it was right, and was 
unable to coax its clients around 
to its viewpoint. 

This sort of moral defeat sits 
hard with an agency which prides 
itself on principle. In the early 
‘20s, when the nation was in a 
business recession, the agency was 
offered a proprietary account. It 
necded the billing. But one of Mos- 
er & Cotins’ firm principles is that 
it will accept no product which re- 
quires “self-diagnosis.”” M&C said 
no. The client had some agricul- 
tural products—‘“horse liniment,” 
Cotins says, wryly—and M&C han- 
dled them gladly. 

Cotins feels personally that ad- 
vertising has lost some of the moral 
tone it had 20 years ago. “In the 
early ’20s,” he says earnestly, 
“nearly all proprietary advertisers 
had been driven out of newspa- 
pers. Ads for nostrums were a rar- 
ity. Then came radio—and now 
look!”” - 


e While it nurses its accounts 
along, M&C frequently has the 
same thrill as a gardener who 
starts with a seedling and ends 
with an oak. Currently on the rise 
is Bennett-Ireland’s Flexscreen, a 
mesh screen for fireplaces. Begin- 
ning in 1947 on this product, the 
agency merchandised the trade, 
used a color page in House Beau- 
tiful, turned out a host of dealer 
material including a catalog and a 
brochure which capitalized on the 
House Beautiful page. Quarter 
pages were used in other shelter 
magazines, and in 1948 the com- 
pany had a 75% sales increase. 

In 1949, color pages appeared 
in Better Homes & Gardens, House 
Beautiful and House & Garden, and 


Heres why all CHICAGO goes for 
the rte rt 


-.OR SPARKS DRIVE—“‘Our 
‘ reflect the enthusiasm of dealers 
distributors about our Chicago 
une newsprint color pages,’’ re- 
-d Paul Hyland, Chicago div. megr., 
ett & Co., Inc. Shown above is the 
ad in the series of newsprint color 
Ss featuring Virginia Dare wines. 


“ page appeared Oct. 21 as part of 
na Chicago campaign placed exclu- 
R. y in the Chicago Tribune by 


irauff & Ryan. (Adv.) 


additional space in American Home 
and Sunset. The company is cur- 
rently showing an additional 40% 
sales increase. Bennett-Ireland, in- 
cidentally, has been an M&C client 
since 1927. 


ws M&C employes are a little net- 
tled when asked if being in Utica 
is a handicap. Most of them point 
out that New York is only a couple 
of hours away by air, and that 
M&C people make the trip regu- 
larly. Huntington, the agency’s art 
director, doesn’t have his seven 
artists do finished work—he buys 
it in New York, shops the museums 
for interesting plates or glassware 
for use in advertisements, and 
probably has been in more Man- 
hattan art galleries recently than 
many an art director headquar- 
tered in Manhattan. 

Nevertheless, the distance from 
New York shows itself in an an- 
noying way. It’s harder for the 
agency to hire the kind of talent 
it wants. Some of M&C’s top men 
worked in agencies downstate, but 


were born and educated upstate, 
and their joining M&C was—in a 
sense—a return to familiar ground. 


s This also works in reverse. New 
York agencies have been known to 
pitch hard for M&C’s men. James 
Brown, for instance, was very 
nearly lured away several years 
ago, when he received a much 
higher offer. 

“TI told him to think it over care- 
fully, to give it a good look,” Cotins 
recalls. Brown elected to stay, and 
became Cotins’ executive officer. 
“They look to him for leadership,” 
Cotins says, “and they certainly 
get it.” 

“I’ve worked for three agencies,” 
another M&C man told AA, “and 
I’ve never seen as fine an all- 
around advertising man.” Once 
back, they find that the rush of 
work is just as hectic, but that 
some of the artificial, self-im- 
posed pressure disappears. 

“We work darn hard,” an ac- 
count man told AA, “and it 
shouldn’t be represented as a sine- 


cdi Oy, geal Tot 


cure. We're still in the agency bus- 
iness—only we get to live a little.” 

Then he grinned, and added: “I 
haven't missed a home game of 
Cornell’s this fall.” 


Launches Citrus Campaign 


Florida Citrus Commission, 
Lakeland, Fla., kicked off a new 
campaign for oranges, grapefruit 
and tangerines Nov. 16 with ads 
for oranges in metropolitan New 
York newspapers. The commission 
will use 110 newspapers east of 
the Mississippi for this season’s 
promotion, breaking grapefruit ads 
last week and tangerine insertions 
some time in December. Benton & 
Bowles, New York, handles the ac- 
count. 


Shaw Agency Revamped 


Shaw Advertising Agency, Den- 
ver, has been reorganized as Shaw- 
Schump Advertising Agency. Wal- 
ter L. Schump, with the agency 
for the past three years, will be 
president and Otto Shaw will be 
vice-president. Robert Mosher, 
with Shaw for four years, has been 
made secretary-treasurer. 
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Two Appoint Poyntz Agency 


Universal Shippers Ltd., Mont- 
real, has appointed the Montreal 
office of Alford R. Poyntz Adver- 
tising to handle its advertising. 
The agency also has been named 
by the Association of Furniture 
Manufacturers (Quebec) to direct 
the advertising and publicity for 
the 1950 Furniture Exhibition to 
be held in Longueuil, Que., in 
January. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
yeloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” telis the whole story 


BACON’S CLIPPING BUREAU 
BUSINESS 


* FARM* - GENERAL | 
PAPERS PAPERS PR MAGAZINES 


243 So. Dearborn St., Chicago 4 


HERE’S WHAT IT TAKES TO MAKE A SALE 


WHEN YOU BRING THESE THREE TOGETHER, 
YOU INCREASE SALES, REDUCE SELLING COSTS! 


First, you need a prospect for your product. This 
doesn’t mean just people — it means certain people, 
the kind that are ready-to-buy shoppers. 


Shoppers are found in greatest numbers in neighbor- 
hood retail shopping centers. Here’s where 98% of 
all food products and 85% of all drug products are 


bought. 


Second, you must persuade these prospects to buy 
your product. Advertising, the most economical form 


of mass persuasion, is 


most effective when directed 


at your prospects when they are in a buying mood. 


Third, your product must be easily available to pros- 
pects when they want to buy. This means adequate 
distribution. When buyers cannot get a product sales 


are lost. 


The Criterion Selling Method increases sales, speeds 
up turnover, by bringing together these three most 


important sales elements — 


— and Product. 


rospects — Persuasion 


Criterion enables you to place your sales messages 


before the largest number of your most logical pros- 


pects. 


Your sales messages get the prospect’s attention 
because they are always placed at eye-level on the 
busiest corners of neighborhood shopping centers. 


Direct sales action is assured through strong colorful 
copy. This makes it easier for shoppers to identify 
and pick up your product from busy shelves. 


You can place your sales messages in just those neigh- 
borhoods where sales potential is greatest. No other 
medium but Criterion works exclusively in these vital 
sales spots. You build sales every day because 


Criterion Service is continuous. 


This Sales Method has been building profits for lead- 
ing manufacturers for 35 years. Successful merchan- 
disers like Heinz, Kraft, Libby, Ward, R. J. Reynolds, 


Wrigley and others use Criterion 


Let us show you how Criterion 


Service. 


can increase your 


sales by bringing your prospects, your persuasion, and 
your product together where it pays off best 


CRITERION SERVICE, Inc. 


122 Eost 42nd Street 
NEW YORK 17, W. Y. 


216 Tremont Street 
BOSTON 16, MASS. 
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Nene See ae aa eer ae oS 
oF sale i ee Fe. Se Ra ae Ue a RN ae 


612 N. Michigan Ave. 
CHICAGO 11, ILL. 


2 eae J Se eM ah a eS Se 


1095 Market Street 
SAN FRANCISCO 3, CAL. 
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BAYONN 
FROM THE OUTSIDE 


You'll be caught ‘out of bounds" every 
time you try to sell ‘Bayonne"’ without 
“THE BAYONNE TIMES" because all other 
papers combined reach only 14% of the 
Bayonne Market . . . The TIMES concen- 
trates 99.85% of its circulation within 
‘city limits”. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., N.Y. + 228 N. LaSalle St., Chicago 


re 


E CANNOT BE SOLD 


DyBasik Powder, 
Rinse Get Push 
in L. A., Denver 


Los ANGELES—Following success- 
ful test promotion of its DyBasik 
ammoniated tooth powder and am- 
moniated mouth rinse in Portland, 
Ore., Albin Enterprises has begun 
its first full-scale consumer ad- 
vertising in Los Angeles and Den- 
ver, using an opening page ad in 
each city. 

The headline, “DyBasik fights 
tooth decay with double protec- 
tion plan,” refers to the combina- 
tion of powder and rinse, DyBasik 
being the only licensee for the lat- 
ter. Copy is editorial-type, featur- 
ing testimonials of users and 
“proof” of the effectiveness of the 
combination. 


PLANT 


IOWA'S 
Most Attractive 
FARM MAGAZINE 


Will take your sales message to both 

buyers in the farm home. The 

FARMER and the FARMER'S WIFE. 
w 


OUR CIRCULATION OF 130,000 
farm families will give you over a 
QUARTER MILLION READERS. 


COMPARE the cost with other lowa 
Farm Publications. 


WRITE |OWA BUREAU 
FARMER — DES MOINES, IOWA 


YOUR ADVERTISING 


DOLLARS IN IOWA’S 
RICH FARM MARKET 


... and harvest 
a great 
SALES CROP?! 


Bureay 


FARMER 


IOWA BUREAU FARMER 


DyBasik was the first company | 
licensed to make ammoniated pow- 
der by the University of Illinois 
but, although it has been sold for 
almost two years, until recently | 
promotion was on a purely ethical | 
basis and confined to some tradé' 
advertising and regular mailings | 
to dentists. Distribution has been | 
on a limited basis in the West. 


# Plans for consumer promotion 
have been under way since the 
recent purchase of the company 
by Albin. Until the Portland test, 
advertising was confined to a daily 
participation on the “Ladies Day” 
program on KFI-TV, Los Angeles. 
This was principally for use as a 
merchandising tool to obtain dis- 
tribution and acceptance among 
the trade. 

The full-page ad appeared in the 
Los Angeles Times and the Denver 
Post. In Portland, the Oregonian 
was used. Then it ran in the San 
Francisco Call-Bulletin to kick off 
promotion there. 

Newspapers will be used ex- 
clusively, and only one paper will 
be used in each city. Full schedule 


DvBASIK FIGHTS TOOTH DECAY 
WITH DOUBLE PROTECTION PLAN 


a Degtifrices 


calls for the opening ad to be fol- 
lowed by ten smaller ads within 
the next 30 days, then another full 
page, ten small ads, then a full 
page, finally winding up with a 
series of small insertions. In each 
city, the newspaper campaign is 
preceded by a series of three mail- 
ings to dentists. 


= Behind the decision to tse one | 
paper only is the fact that, in the 
face of the highly competitive am- 
moniated dentifrice field, it is a 
problem to convince the trade that 


it would be worth while to stock 


Advertising Age, November 28, 19 9 


The Eye and Ear Department 


The distinguished competitor 
advertising in this mag—well, t 


Starch. 
At the same time, he occasi 
finding of Starch—such as: the 


tract men. Mebbe so. Mebbe so. 


to female listeners? 


nate, but have the last word. 
daytime radio programs—listen 


men. No joke intended. 
Any comment on this, Mr. H 


—is constantly giving evidence of a very sensitive allergy to 


attract women magazine readers, while men in illustrations at- 


But if so, does the same thing happen on radio? Do male an- 
nouncers appeal chiefly to male listeners—and female announcers 


It would be interesting to have some way of finding out. Be- 
cause the number of female announcers on the air can be counted 
almost on the ears of one’s head. The males not only predomi- 


Yet these males are turned loose to do the pitch on most of the 


Is somebody missing the boat—or do women prefer to be sold by 


who runs the column on printed 
he CM, if he must be mentioned 


onally mentions as gospel some 
fact that women in illustrations 


ed to predominantly by women. 


ooper? 


and push the product. Thus it was 
decided to pick what it believes to 
be the “strongest” newspaper in 
each city and do a strong job in it 
rather than using small space in 
several. 

By use of sizable space Albin can 
demonstrate that no other denti- 
frice can do any more to create 
consumer demand, the company 
believes. The policy is also the 
result of belief that by concentra- 
tion it is possible to do a more 
thorough job in the market covered 
by each publication than it would 
be in the whole market by using 
smaller space in several. 

Selection of the newspaper to 
be used had two phases. E. S. Kel- 
logg Co., the agency handling the 
campaign, selected the newspaper 
it felt was best for the purpose, 
then jobbers and company repre- 
sentatives queried the trade for 
its opinion. One of the papers used 
represents a reversal of the agency 
choice by trade opinion. 

The same over-all campaign will 
be used in other markets of the 
West and Southwest after distribu- 
tion in present markets is firmly 
established. 


Appoints Melchor Guzman 


Melchor Guzman Co. has been 
named U.S. and Canadian repre- 
sentative of Radio Programas Con- 
tinental, network of the Republic 
of Panama. 


ABC Net Awards 
Twelve Aftiliates 


New YorK—Twelve radio af- 
filiates of the American Broad- 
casting Co. have been given top 
honors in the network’s sixth an- 
nual competition for outstanding 
audience promotion. 

Stations to receive the award 
certificates were selected on the 
basis of information obtained from 
network advertisers and _ their 
agencies. Program promotion dur- 
ing the past year was covered in 
the competition. 

WCOP, Boston; KXOK, St. Lou- 
‘is, and WCAE, Pittsburgh, placed 
| first in Group 1 (cities of more 
i'than 500,000). KCMO, Kansas 
City; KJR, Seattle, and KOIL, 
| Omaha, were the winners in Group 
2 (cities of 100,000 to 500,000). In 
Group 3 (50,000 to 100,000) WNAX, 
Yankton, S. D.; WENE, Endicott- 
Binghamton, N. Y., and WELM, 
Elmira, N. Y., led the competition. 
Honors in Group 4 (less than 50,- 
000) went to KVOS, Bellingham, 
Wash.; WHBL, Sheyboygan, Wis., 
and WHBF, Rock Island, Il. 


Names Marion Sherwood 


United States Time Corp., New 
York, has appointed Marion Sher- 
wood, formerly account executive 
with Dorland Inc., as advertising 
and promotion manager. 


HAIRE readership is sell-ective buyership 


HAIRE readership is sell-ective buyership 


HAIRE readership is sell-ective buyership 


HAIRE readership is sell-eetive buyership 


HAIRE readership is sell-ective buyership 


That's why, when you advertise in a specific Haire Merchandising 
Magazine, you know that you're reaching men and women interested 
in buying your product. Know, too, that you're reaching them when 
their interest is highest—when they're reading about vital trends and 
developments in their own specific field. 


the BEWAWERG BEE Specialized Merchandising Publications 


HOUSE FURNISHING REVIEW * HOME FURNISHINGS MERCHANDISING 
CROCKERY AND GLASS JOURNAL * LINENS ANDO DOMESTICS * CORSET 
AND UNDERWEAR REVIEW * INFANTS & CHILDREN’S REVIEW °* 


HANDBAGS AND FASHION ACCESSORIES 


* LUGGAGE & LEATHER 


GOODS * NOTION @ NOVELTY REVIEW * COSMETICS & TOILETRIES 


HAIRE PUBLISHING COMPANY +1170 BROADWAY + NEW YORK 1, NEW YORK 


| aes are! 


LEGI 


National 


*Through the distribution of 


Service Life Insurance Refunds. 
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T levision Proves a Natural to Sell 


3 irgess Battery Co. 


chicago ‘Test Store’s’ 
sales Soar with Start 
of Weekly WBKB Show 


CurcaGO—The Handicraft Divi- 
on of Burgess Battery Co. has 
ad a guinea pig store in the Loop 
here for several years. Many a pro- 
motion experiment tried out there 
has been passed on to Burgess 
healers. 

The latest experiment tried by 
reorge Bell, Burgess vice-pres- 
dent, has been to determine ef- 
ectiveness of advertising media, 
pnd it looks like he will soon be 
elling dealers who sell Burgess’ 
bby and handicraft tools that 
he medium of television is a nat- 
ral for selling such merchandise. 
Through C. C, Fogarty Co. here, 
e Handicraft Division two months 
go began sponsoring a half-hour 
uesday evening show called 
Burgess Hobby Parade” over 
WBKB. 

Aired at 8-8:30 p.m., CST, its 
ompetition for audience has been 
ubstantial—Standard Oil’s reviews 
§ Chicago Bears football games, 
The O’Neils” from the DuMont 
letwork, and Procter & Gamble’s 
Fireside Theater.” 


Against this competition, the 
Burgess show has climbed to a 
2-point Pulse rating and, what 
s more important, the Burgess 
ales curve has taken a strong up- 
ward turn. And almost no other 
dvertising has been used. 

Each week since the end of Sep- 
ember, the show, which uses a 
merchandising tie-in, has brought 
creasing numbers of customers 
the Loop store, plus thousands 
{ letters and post cards. There 
ere 1,800 letters in one week, 
nd it’s getting difficult to find 
om for the crowd in the store 
tnoontime now. 

Although Chicago department 
tore sales in October dropped 15% 
below the October, 1948, level the 
ist two weeks, 19% the third 
week and 3% the final week, Bur- 
fess store sales moved up a smart 
3% over the year before and 
1% over the previous month— 
ind Burgess sales usually have 
lowed the department store 
Tend. 


When George Bell decided to 
oncentrate the Burgess store’s en- 
ire advertising budget in tele- 
‘ision this fall, he was following 
fn experiment he started two years 
BgO. 

In the fall of 1947, virtually all 
he advertising was concentrated in 


lewspapers, in 1948 in radio, and 
his year, with few exceptions, it 
ll goes to television. A week-to- 
veel chart of store sales gives Mr. 
Pell a comparison with the year 
efo.e, and he can determine in- 


tant 


y the proportionate return in 
the-counter sales he is getting 
the advertising expenditure. 
; three-year advertising ex- 
ent is another first for Bur- 
n its retail store laboratory 
ion here. The Burgess store 
ne first on Wabash Ave. to 
customers with fluorescent 
ig years ago. It was first to 
ut window backgrounds and 
ily open-back display win- 
‘ which make the whole store 
f the window display. 
mat of the show, prepared by 


KLX 
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by Burn-Smith Co., Inc. 
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Hobby Tools 


the Fogarty agency, includes in- 
terviews with celebrities and “col- 
orful” people who have unusual 
hobbies, a weekly hobby demon- 
stration by an expert, and is de- 
veloped in an informal manner. 


AMA Publication List Out 


The American Management As- 
sociation, New York, has pub- 
lished -“Progress in 7 Fields of 
Management—1932-1949,” which 
contains a complete bibliography 
of its publications during the past 
18 years on personnel and indus- 
trial relations, insurance, market- 
ing, office management, produc- 
tion, finance and packaging. Also 
included are lists of research 
studies in production, personnel 


administration, marketing and in- 
surance, and proceedings of con- 
ferences of the seven AMA oper- 
ating divisions. 


Broadcasters to Make Study 
of Auto Radio Listening 


Southern California Broadcasters 
Association has commissioned 
Pulse Inc. to conduct a survey of 
auto radio listening in Los Angeles 
County during the week of Dec. 
12. During the seven days a total 
of 5,000 interviews will be made 
at 50 scattered intersections at five 
typical hours of the day, represent- 
ing early morning, mid-morning, 
early afternoon, late afternoon, and 
evening. Results will show per cent 
of cars with radios, per cent of ra- 
dios turned on, and number of lis- 
teners per car. 

The study is financed by con- 
tributions from the association’s 
membership in the metropolitan 
area. The group also announced 
that KSMA, Santa Maria, Cal., has 
joined as its 45th member. 


Rieser-Guenther Appointed 


Rieser-Guenther, Cincinnati, has 
been named to handle the adver- 
tising of Mariemont Laundry & 
Dry Cleaners, Mariemont, O. 
Newspapers, radio and television 
will be used. The agency also has 
been retained by Ajax & Atlas 
Van Lines, Cincinnati. 


America's first engraver 


Tx. 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Overseas Consultants Signs Contract 
As Adviser on 7-Year Plan; U.S. 
Taxpayer Won't Have to Pay 


American know-how is going to work on 
a 7-year $650 million development program 
for Iran—and the U. S. taxpayer isn’t footing 


the bill. 


The program, on the planning boards for 
three years, will begin immediately, Overseas 
Consultants, Inc., a group of 11 U. 8. en- 
gineering and industrial firms, revealed. A 
final contract engaging the firm as advisers 
for the plan wag signed recently in Teheran. 

Iran's earlier agreements with O.C.1., the 
firm stated, marked the first time that a 
“fiddle East country has sought and obtained 

«ervices of engineers, 
~f a foreign nation for the pur- 

* development program on a 

engineering firms have 


American Engineers to 
Map Iran’s $650 Million 
Development Program 
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“While most of our engineering and construction 


jobs come from those organizations we have 
served before, we are continuing to add to our 
new list of clients. I find The Wall Street Journal 
is a prime source of prospects for new business 


and I read it regularly.” 


what’s going on 


this publication 


Whether it's new building or 


throughout the country, 

The Wall Street Journal is a 
valuable source of information 
for business men. The audience 
of business executives who read 


market for you if you have a 
product or service to sell. 


Published at 

44 Broad St., New York 4 
911 Young St., Dallas 2 

415 Bush St., Son Francisco 8 


CLIFFORD S. STRIKE, President 


F. H. McGraw & Company 
Overseas Consultants, Inc. 


in retail markets 


is a prime 
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24 PAGES OF 
DAIRY AND FARM 
INFORMATION 


ACTS to help you a and sell 


America’ 


As taken by the U.S. 
Bureau of Census 


s Greatest Dairy Farmers 


re 


to 


Would you like an exact statistical picture of Wisconsin 


Answers to Questions farmers you'd like to sell? Would you like to know how 
Such as These they add up in the number of cows they milk, the bushels 

7, How many milking machines of grain they grow, cost of feed bought, number of cars 
* ere owned by Wisconsin Ag and trucks owned, percent of farms equipped with 


farmers compared to the 


average U. $. farmer? 


2 


all farm sources? 


4 How many Wisconsin Ag 
* women hove power-driven 


washing machines? 


5. 


have running water? 


NOTE: Records for individval farms 
and formers were not made available 
to Wisconsin Agriculturist and Farmer, 


What's the potential for fu- 
* ture milking machine sales? 


How do Wisconsin Ag farm- — 
* ers compare with average 
U. S. farmers in income from 


Hew many Wisconsin Ag 
* farms next to « high-line 


electricity? All this information plus a good deal more 
has been gathered for you ina special study made by 
the U. S. Bureau of the Census. All work was done by 
Census Bureau personnel at the expense of Wisconsin 
Agriculturist. Resulting facts and figures will help you 
plan better to sell the rich, progressive Wisconsin farm 
market; will tell you in detail about Wisconsin Ag 
farmers, their families, their business, their income. 
Copies of this free, 24 page book are limited —be sure to 
get yours early. Send name and address on coupon below. 


nor to anyone else, since the Census 
Bureau is prohibited by low from 


disclosing information relating to any 


individual form or former. 


AGRICULTURIST & FARMER 


«Racine, Wisconsin © Dante M. Pierce, Publisher => 


Wisconsin Agriculturist and Farmer, Racine, Wisconsin AA-2-9 


Gentlemen: Please send me your new booklet giving a 
Census Bureau picture of Wisconsin's top farm market. 


NAME 
ADDRESS 
CITY 


Advertising Age, November 28, | }4 


WPIX Syndicates 
Films to 26 Other 


Television Stations 


New York—Station WPIX, 
which like most other TV stations 
has yet to see the black side of the 
ledger on its operations, expects 
to break even on its current “cel- 
luloid network” activity. 

The Daily News station is ser- 
vicing 26 stations in 22 cities with 
motion picture packages. It has 
supplied movies to as many as 37 
video outlets. 

Current WPIX best seller is a 
western film package—a series of 
36 shoot-’em-ups which is being 
shown on 20 stations. Film Pack- 
age No. 3, which includes such 
past hits as “A Star Is Born” and 
“Wings of the Morning,” has been 
sold to 15 stations. 

Charges for the movies are based 
on set circulation. 


ws WPIX is furnishing an average 
of three hours a week of films to 
the 26 “celluloid affiliates.” One 
station buys five and a half hours 
weekly. Several stations are re- 
running the westerns. 

The New York independent sta- 
tion’s first film group covered the 
Alexander Korda series, a group 
of topnotch British films, among 
the best to be made available to 
television. These were sold to 22 
stations. 

Despite the fact that WPIX lost 
money on that deal, station execu- 
tives feel the prestige and promo- 
tion derived from the movies were 
well worth the expenditure. 


Sperber Names Walsh 

The Montreal office of Walsh 
Advertising Co. has been named 
to handle the advertising of Law- 
rence Sperber, Montreal dress de- 
signer and manufacturer. Metro- 
politan Canadian newspapers will 
be used. 


Bridgman Joins Esty 


Luther Bridgman, formerly with 
Kudner Agency, has joined Wil- 
liam Esty Co., New York, as 
assistant to the television produc- 
tion chief, Stanley Lomas, and 
head of the television film division. 


Appoints Lovick Agency 

Effective Jan. 1, James Lovick & 
Co., Montreal, will direct the ad- 
vertising of Vinylite plastics for 
Canadian Resins & Chemicals Ltd., 
Montreal. 


Copy Girl Must Eat 


A copywriter is a girl 

Who writes "bout frou frou fril y 
But does she own a chic impor ” 
Look sister, don’t be silly! 


A copywriter is a girl 

Who describes clothes by the tcn 
And has a suit for every day 
(Of course, it’s the same one) 


A copywriter is a girl 

Who knows she could complet: 

The Great American Novel, 

If she didn’t have to eat! 

BETH. NORMAN 

Copy-chief, Account Execu- 
tive, Raymond L. Sines & As- 
sociates, San Francisco. 


5 NBC Programs 
on Hooper TV List 


New YorK—National Broadcast 
ing Co., with “Texaco Star Thea 
ter” setting a rapid pace as usual 
is the network leader on the Oc 
tober network telerating popular 
ity list as reported by C. E. Hoope 
Inc. 


The viewers’ choices: 
Texaco Star Theater (NBC) .......0000...... 69. 
Talent Scouts (Lipton’s), CBS ........... 55.4 
Godfrey and His Friends (Chester- 


BE GID aathcekecccansntnthitkcn tee nicinctnialiantalisiecced 49. 
Toast of the Town (Lincoln-Mercury), 
EE ee 45 


Fireball Fun for All (Buick), NBC ........40.9 
Fireside Theater (Procter & Gamble), 


| RRS aR a cane ae eee 39.2 
Philco Playhouse, NBC o.........cccccsseeseeeereves 33.7 
Stop the Music (Old Gold, Admiral), 

TEED" cxnisecidoditioradiniaherinanectsndascahiotdtenaatieds id 


Amateur Hour (Old Gold), NBC 
Cavalcade of Stars (Television Drug- 
store Productions), DuMont ............. 353 


Chamberlain to Air News 


Chamberlain Sales Corp., Chi- 
cago, will sponsor a five minute 
newscast with John B. Kennedy 
over 478 Mutual stations starting 
Dec. 24 at 7:55 p.m., EST. Time 
was bought through Batten, Bar- 
ton, Durstine & Osborn. 


McGuire Joins Lykke 


Dan McGuire, formerly with th 
Honolulu Advertiser, has joined 
Chris Lykke & Associates, San 
Francisco, public relations and ad- 
vertising agency. 


Names Brisacher, Wheeler 


Brisacher, Wheeler & Staff, Los 
Angeles, has been appointed to 
handle the advertising of Maier 
Brewing Co., Los Angeles, effective 
Jan. 1. 


America’s finest 


photoengraving plant 


Collins, Miller & 


Hutchings wwe. 


207 North Michigan, Chicago 
FRanklin 2-5854 
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minute 
TennedysetW SERIES—This two-color page, which appears in the Nov. 26 issue of The Satur- 

ingmety Evening Post, is one of a new series for Bendix home appliances, prepared b 

sta g p PP Y 
[. Timefctham-Laird Inc., Chicago. Each ad features one model in the central illustration, 
n, Bar-§f"h other Bendix appliances illustrated in a column at the right. The ads will ap- 


or in American Home, Country Gentlemian, Good Housekeeping, Household, Mc- 
Call’s, Parents’ Magazine and Woman's Home Companion, as well as SEP. 


nted to 
f Maier 
‘ffective 


UNCHEON SESSION—Guests at the November session of the spot radio clinic of 

¢ National Association of Radio Station Representatives were (seated, left to 

ight): William D. Howard, Vick Chemical Co.; Fred F. Hague, George P. Holling- 

Pery Co.; Henry M. Schachte, Borden Co. Standing (left to right) are: Jones Scovern, 

ree & Peters; T. F. Flanagan, NARSR; Jerry Lyons, Weed & Co.; Richard Gerkin, 

ohn Blair & Co.; Thomas Campbell, Branham Co.; Robert Eastman of Blair, and 
Robert Rueschle, Headley-Reed Co. 


_ he \WNAL 
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Spent. 
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ter a Low Cost 


MEALTN LAMP 


~ +n 


AN OKAYED—Edgar M. Heltman, advertising manager, Sperti Faraday (left); 

phn Kruetzkamp, sales manager; and John J. Fitzpatrick, Cincinnati sales repre- 

® go over promotion plans for a new dual unit sun lamp which will retail 

95. Advertising will appear in 24 metropolitan newspapers through Ruth- 
rauff & Ryan. 


ntat 


t $) 


MIRROR, TOO—In blue with gold trim- 
ming, Foster-Grant Co.'s new display is 
made to look like a jewel box, complete 
with mirror for customers’ trying-on use. 
The 1950 line of Grantly sunglasses will 
be promoted, starting in January, in 
trade and consumer publications through 
Alfred J. Silberstein, Bert Goldsmith Inc., 


45 


AT COSMO ART SHOW—Mrs. Barry Stephens (left), whose husband is with Kling 
Studios, Chicago, drew the number that gave the picture this group is holding to 
Alfred Mergenthaler, of Ruthrauff & Ryan. Left to right, at the art show held at 
Kling Studios and arranged by Al Vinnedge, western manager of Cosmopolitan 


(AA? Nov. 21), are Mrs. Stephens, Mr. Vinnedge, Harry Dunlap, publisher of 
Cosmopolitan, and Ed Baumgartner of Ruthrauff & Ryan. The painting, by Harry 


New York. 


CLEVELAND’S WINNERS—Lester Auerbach (front row, left), pres- 
ident of the Cleveland Advertising Club, and Wilmer H. Cordes 
(right), chairman of the Cleveland-prepared advertising per- 
formance awards project (AA, Nov. 21), pose with represento- 
tives of the 12 winning companies. Front row (left to right) are 
Mr. Auerbach; J. J. Newman, B. F. Goodrich Co.; Clyde T. Foster, 
Standard Oil Co. of Ohio; Charlies N. Presnail, appliance di- 


AT NBP MEETING—In a social moment at the National Bus- 
iness Publications meeting in New York are (upper left) L. C. 
Fletcher, Gage Publishing Co.; Harvey Conover, Conover-Mast 
Publications; Marshall Haywood Jr., Haywood Publishing Co.; 


and Leonard Tringle, Progressive Grocer. Upper right, in the 
usual order: Robert Harper, NBP; Edward Lyman Bill, Bill Bros. 
Publishing Corp.; Mrs. E. 2. Coombes, Mechanization; and Lansing 


Anderson, appears in the December issue of Cosmopolitan. 
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vision, Westinghouse; Edward C. Doll, Lovell Mfg. Co.; Warren 
Lovell, Lovell Studios; and Mr. Cordes. Back row: John J. Jo- 
seph, Ohio Bell Telephone Co.; H. E. Wise, Arco Co.; R. R. 
Ricker, Midwest Purchasing Agent; J. L. Sheppard, Central Grey- 
hound Lines; Lyle C. Harvey, Bryant Heater Division, Affiliated 
Gas Equipment Inc.; W. F. White, lighting division, Westinghouse; 
and Dwight Joyce, Glidden Co. 


Chapman, Medical Economics. Talking with Rex W. Wadman 
(seated, lower left), of Diesel Progress, are Jack Kadle (left), of 
Restaurant Equipment Dealer, and William Schulhof, Office Pub- 
lications Co. At lower right are Russell L. Putman, Putman Publish- 
ing Co.; George C. Stewart, Constructioneer; Croxton Morris, 
Public Works Journal Corp.; Granville F. Filmore, Gardner Pub- 
lications; and W. S. Harvey, Harvey & Howe. 
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Packagers Meeting Set 


The American Management As- 
sociation will hold its 19th annual 
National Packaging Exposition at 
the Navy Pier, Chicago, April 24- 
27, 1950. 


Proven Promoted to V. P. 

John A. Proven, general sales 
manager, has been appointed vice- 
president in charge of sales of 
Porter-Cable Machine Co., Syra- 
cuse, N. Y. 


MOSS PHOTO SERVICE Inc. 


155 West 46 Street, New York 19, N. Y. 


For Bubble Gum, 1950 
Is Year of Big Blow 


Bowman, Fleer, Topps 
Boost Their Budgets to 
Foster Chewing Children 


By ALLEN SOMMERS 


PHILADELPHIA—In 1950 Amer- 
ica’s youth is expected to chew 
more pieces of bubble gum than 
ever before in the nation’s history. 

To encourage this increase, bub- 
ble gum companies are planning 
to expand advertising expend- 
itures above 1949’s estimated $1,- 
000,000. This figure, about 10% 
of total bubble gum sales volume 
for the industry this year, does not 
include general promotion and 
packaging costs. The latter also 
will increase. 

Between 75 and 80% of all bub- 
ble gum production and advertising 


will stem from this city, which, if 
it wishes, can claim it is now the 
bubble gum center of the world. 


ws The extent of advertising will 
depend a great deal on materials 
costs and growing competition 
among the nation’s three top pro- 
ducers—Bowman Gum Inc., Frank 
H. Fleer Corp., both of Philadel- 
phia, and Topps Inc., Brooklyn. 

Since the end of the war, costs 
of materials used have doubled. 
The price kids pay for bubble gum 
is the same as before the war, in 
the famous penny and nickel 
packages. Thus the industry has 
had to absorb a 100% increase in 
costs without asking more from 
the consumer. 

To make up that difference, the 
entire industry three years ago 


* Locate Your Prospects 


Important Facts 


You Need to Sell 


* Analyze Your Competition 


er 


THE 13,500 LEADING 


ADVERTISERS 


and THEIR AGENCIES 


You can generate sales with precision only when you plot your 
sales course with facts. And the STANDARD ADVERTISING 
REGISTER gives you the pertinent facts you need about the 


Companies and their Advertising Agencies responsible for 95% 
of all national advertising in the United States. 


In one handy compact book—you'll find listed and cross-indexed 
for instant reference, 13,500 Companies with 50,000 Executives 
listed by title, the Advertising Agency handling the account, 
12,500 Brand Names, all subdivided into 47 classifications. 


Once you subscribe to the STANDARD ADVER- 
TISING REGISTER—you'll use it constantly— 
and you'll renew your subscription year after year. 
The hardest part of our job is to get the “Red 
Book” into your hands. So how about this? If 
you're a rated company, we'll either deliver or mail 
you on 5 day Free Inspection a copy of the 
STANDARD ADVERTISING REGISTER. No 
obligation, of course. What’s your name and 


address? 


NATIONAL REGISTER PU 
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330 WEST 42nd ST. NEW YORK 18 N. Y. 
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Standard source 
of information 
about 2,000 U.S. 
and Canadian ad- 
vertising agencies 
with data on their 
recognition, per- 
sonnel, and over 
30,000 clients. 
Issued three times 
a ear — the 
AGENCY LIST is 
» part of STAND- 
ARD’S — 
service or may 
purchased sepoar- 
ately. 


Write for colored 
illustrated booklet 
giving full infor- 
mation about the 
STANDARD AD- 
VERTISING REG- 
ISTER and Sup- 
ntary Serv- 
. It’s yours for 

the askino 


CO., INC. . 


“© 333 N. MICHIGAN AVE. CHICAGO }, LL. 


STAMPED IN GOLD» 


TWO APPROACHES—Frank H. 
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FORTUNES, FACTS, . 
GET SOME TODAY! 


Fleer Corp. uses five-column newspaper ads like 


the one at top to promote its Dubble Bubble gum, through Lewis & Gilman Inc. 
Below is an eight-column-wide coupon offer in Sunday comics by Bowman Gum Inc. 
for its Blony line, handled by Franklin Bruck Advertising Corp., one of three Bow- 
man agencies. 


decided it had to increase con- 
sumption on a gargantuan scale. 
Promotional gimmicks such as 
cartoons, picture cards, sports fig- 
ure photos, etc., were thrown into 
the race with telling effect. 


ws In the meantime, competition 
among the giants of the industry 
also continued to grow until to- 
day the picture reveals intense 
planning to bring out new ideas 
on grander scales than ever be- 
fore. 

The Bowman company, which 
claims to be the largest producer 
of bubble gum novelties and pic- 
ture card novelties in the ccuntry, 
has been leading the way on all 
fronts in this expansion. 

It helped start the ball rolling 
shortly after the war when ma- 
terials became available on a 
limited scale for the manufacture 
of bubble gum. By the end of 1947 
there were 36 companies in the 
industry. About half of that num- 
ber are in business today. 

Bowman alone produces several 
million penny packages of the gum 
each day—and does so 250 working 
days a year. Its modern four-story 
building in North Philadelphia 
houses between 250 and 300 em- 
ployes. 


a Out of that building each day 
pours forth the company’s Bub 
brand; Blony brand of bubble gum; 
its sports figure gum, which in- 
cludes the picture cards of famous 
baseball, football and basketball 
figures, and the new flat Wild 
West picture card packages. 

Bub is no longer being promoted 
by advertising because it seems 
to carry itself. However, to pro- 
mote the other three brands, three 
advertising agencies are used by 
Bowman. The campaigns are kept 


quite separate from each other. 
Franklin Bruck Advertising Corp., ' 
New York, handles Blony; George 
Moll Advertising Inc., Philade!- 
phia, handles the picture card 
novelties, and Art Flynn Associates 
of New York handles the sports 
series. 


we Each of the programs is initiated 
by top management, which is very 
much promotional minded. It starts 
with J. Warren Bowman, pres- 
ident; Robert E. Worden, vice- 
president and general manager, 
and ex-Marine William J. Noo- 
nan Jr., sales and advertising man- 
ager. 

Mr. Noonan, whose promotional 
ideas have kept the industry on 
its toes, is the sparkplug who car- 
ries out top policy. He feels that 
the industry has not yet reached 
the saturation point in coming up 
with newer merchandising stunts. 

The picture card enclosure in an 

attractive wrapper is claimed by 
the Bowman company as its “baby” 
in this business. The use of the 
picture card, according to Mr. 
Noonan, has been the most suc- 
cessful weapon to date to promote 
bubble gum, 
# To do this on a “high plane,” 
Bowman is helping to foster “car- 
topholy,” the collection of picture 
cards, for many decades a pop- 
ular European hobby. This is be- 
ing done through the medium of 
the National Picture Card Col- 
lection Club, which in turn is at- 
tempting to standardize the qual- 
ity and size of cards. 

Bowman’s latest Wild West pic- 
ture card bubble gum (one of its 
most successful) is in keeping with 
club standards because the pic- 
tures and stories on the cards 
are on an educational level. Every 


FIGURE THE ODDS.. by KX? 


BUT THE ODDS ARE IN YOUR FAVOR when you pick Charley Stookey's 
“Town and Country" program on KXOK to sell farm products. Persua- 
sive salesman, Charley Stookey, is widely known in KXOK-land, with 
legions of listeners from 6:00 to 7:30 a. m., Monday through Satur- 
day. To build sales in the vital-to-advertisers 112-county, 5-state 
coverage of KXOK . . . phone, wire, write for availabilities today . . . 
or call your John Blair man. 


630 KC 5,000 WATTS FUJL TIME BASIC ABC 
IN BIG ST. LOUIS 


Pen a ae” ot, ee Lia ee ee ‘ co som ier ee yee ‘ can ff = eS ac a Eotee aS. ? ‘ ; Se jon te a s ip ess ce 
? -T 5 eee, pia ee a se SS sae tel ees "se ce j i ee Pet Boo Seas es gs Oe ian ve ee Ya a 7 i AF ee Se ei ee ae 
one = ae oid iter at ee ee ewer ey, aR ie y=” ae ee es, pier ei uae a ; Se aetinasi ities ae ae bien) oe ae aad, eee dere ean aN Sener tae “i rey ee 
—_ ee Seer a ae ee Tae gee Rie) ie i ne hi me ee ee eat. eee Ree, ee Lee 
eee eee ea ili Mig tae lee eadad Sa ee EE eee ee ee ee, ee RRS AIS: ta, Sa 
: —s pein ‘ ss . — = R m i % * 5 7 . 4 1 . 
, Fake . 46 Advertising Age, November 28, 194) 
ee ; 
age ee ‘ , 4 
| ee | AE aT EY year) 
She ee ee AP pity aes : ( BuseLE 
Sa we: , ¥ Pa A <-, i. 2 *** ' | 
a =i iW , ee th, a _ | FS > (mesren- 6 weavers 
a OP a, j =F BS | 25 : i ‘ee Vee BEST! | 
Pdr = P 
e rope 7 wea4rd You 1 PROMISED MM FLEERS > , a AY r > ‘ 
; ’ Te. Yous ’ 3: 
hd sia ~Ge : cues) ei. YoU DUBBLE BUBBLE Gum ea > & 
Oe a eae ~ & (or o/ o>. MP) ) >) F é ns a ‘ 
. &. POS PON 9 eae dS mk BANE te 
. 4 F \s 1 oe ~ ) . > 4 CG 
4 S$ ~~ — ‘—_—_ a .) ~, A) \ | Re ne , 
- sl aa ti 1 ———/, New AJ) = bh — h i 
‘ ] 
-_— ~~. ot me rr 28 ep eawen *--~~ ¢ 
PENCILS <» YOUR OWN NAME SSS ss NY 7 6 fsa - f 
oN Ong ey es prem — oe) ey One 
i; FS : eae een = ale BLO . —— ll 
ap ; ra Sse Sait ON tmomm Ho 
ym ete 2 = 
wee 3 = l 
eee 2 
a ' 
etapa | ‘ 
| P H 0TO py | 
Ti a ; : ————— ee OOEEe_ ‘ 
Pe _ is or for ' 
= ) = : : 
PES | rh ss business 
. P tl 
i} > Samples ; 
. F ‘ 
: ree 
L 
i h 
Ce | 3 
. e 
4 I 
carne es a 
Sl PL 7-3520 | 3 
Mn be . t 
ee 6 meme ment seman as em | 
is : oe RE ES I AE AL SE A AP EES TEA SE? ES eR a Vn ee c 
' a: : 
| th. $e ; C 
; a ye 7a , 
| N BUSINESS 4s atder to Get 
v 
) u 
: 
a iD 
a 4 
_— N 
f) 
: ta 
x yi 
itl 2 
am in 
es e- , 
: r ; cael eae a pl 
‘ : e : A ageless Ol 
: P . — 
a <4 dl 
Se ee: ane Se ee, 7 
a ‘ 4 ae ia aici ee : pl 
a poe eaten tl “oa de 
a * we * Cs a ¢ a ee 4 a — 
ge ee a Sai ieee Hae Ne Siac sates sateen 
i : : i ee ee OS" me a ey Ra iki fahapaeS gts.” h 
is See | ee er Pood ee ate : 
ge eigeaers  ° ae Sao . Pedi tart gem gym 45, i. 
malty - wa yf as oe eae ‘ She ec 7 eas : 
4 a ae on V 
Ba Rate ie fi a? $ 7 po eo TReks gia ee Le ay ley, ‘ we 
oe ae ae Ree a8 Fee Oo EN a, bic 
F : _ * @ pane ae Jat 
Ao aoe ; ; : aa A ae 
sini ly = 4 — a ae — Be 
iH ; : ‘ sh : : we, ‘B. ’ i “a ae : « a as nes 
—— a i ee oO Sak ior 
Soe t eee ay Bee : PS : 
ne Sa ene 6 ae ga Ch 
ae Pe oe eo, or. go th 
a 7 ee Pa 5 Soe OL si 
ee . sa Es ae G t nn ? hfe be 
ier ia ae co eee Me ee on a al f ’ 7 
iis ade oo a nn es 1 ©] a pe y . iy wa 
io apse 7 = eo ee FO , 4, pec 
Bees poe rol fy 
eee eee tritg 7 W h 
‘eae “ ® * 4 
eet Re ie Wi re 
i, rts da 4 . tha 
aa éi ot) ie 
: és “ak a’, re Co 
: Ma ae f 
Neen ; ed @x, ——, me 
- hy ee § fiw ~ 5 a S 
rent 144 4 f der 
JT isp Be yay , . 
e Sa Ay fi S} 4 oO NI 
Panes Vas a fed ks : . 3 ey on ae noy 
: ee . | . i 4 4 ’ ; : , 1 r ¥ 10 
y * Gy Cas e i P” tt: i . 4 
oat. c+ \ ie: dg ae / I i t an lo 
oa. 1 * 
*% \,cuu 1 Indian Penny! 
se oat a naian Frenny 
2 . J Ad. 
\ Diy 
ss \ag Ty 
ee 
pie te 4; Ge, 
(Sey Ple 
rad ‘ 
< é age Pex 
Fi ae En. 
iy = 
e as = OARD ; 
Ze esl Na: 
~ . ce % “ai) 

a ’ 
es me | Tit) 
Ba \ =, \ 

Bs grb . ‘ C 
a ae 41 
se a ee 2 

. : ee = City 
; ‘ i ‘ ? > ee Ree ne SOE ne on Bee work ae ee ee * fe ae tea Piatt cok ca 


card 
riates 
ports 


‘iated 

very 
starts 
pres- 
vice- 
lager, 
Noo- 
man- 


tional 
"y on 
) car- 
; that 
ached 
1g up 
unts. 
in an 
ad by 
baby” 
f the 
. Mr. 
suc- 
omote 


lane,” 
“car- 
icture 
pop- 
is be- 
um of 

Col- 
is at- 
qual- 


st pic- 
of its 
g with 
> pic- 
cards 
Every 


/ dwertising Age, November 28, 1949 


p cture is accompanied by a story 
r lating to early American history 
ad pioneering in the West. More 
t} an 30,000,000 packs have been 
s id. 
To help move this particular 
liie, the company hired American 
Ir dians to distribute samples in 
stores throughout the country in 
ful Indian dress regalia. The re- 
ac‘ion was “beyond expectations.” 

Another stunt involved hiring 
a Hollywood swimming pool to 
introduce the new gum to leading 
stage and screen stars. This fell 
through because of the heavy cost. 


s Other media used by Bowman 
include cartoon ads in newspapers, 
radio programs and, more recently, 
television. Results of preliminary 
video experiments here and in 
New York last spring, via Al Paul 
Lefton Inc., were so good Bowman 
has dropped all radio and is now 
sponsoring five television shows in 
Philadelphia, New York and New- 
ark. Plans are under way to ex- 
tend television coverage to other 
cities within a few months. 

Bowman sponsors the “Hopalong 
Cassidy” film on WNBT in New 
York; “TV Bar 10 Ranch” on 
WCAU-TV, Philadelphia; “Fron- 
tier Playhouse” weekly on WPTZ 
in Philadelphia; a live show and 
a Western film show on WATYV in 
Newark. 

Bowman also uses 125 metropoli- 
tan U. S. dailies throughout the 
year, plus fadio and newspapers 
in 25 foreign countries. 


s Frank*H. Fleer Corp. is also 
planning to expand its production 
on its Dubble Bubble gum. In fact, 
during the past six months the 
company has added a night shift 
to attempt to meet demand for its 
product. 

The company’s physical setup is 
designed for continued expansion, 


A Technique for 
Producing Ideas 


James Webb Young 


Where do the moneymaking ideas 
come from—those ideas that make suc- 
cessful novels, radio programs, moving 
pictures, sales campaigns and business? 
James Webb Young, one of the highest 
paid idea men in the advertising busi- 
hess, set out to answer this question 
ior his students at the University of 
Chicago. The result is a little book 
that you can read in an hour but will 
remember the rest of your life. In the 
simplest and clearest of language Mr. 
Young has succeeded in describing the 
way the mind works in all creative 
people. He gives you the formula 
which they consciously or unconsci- 
usly follow in producing ideas. He 
shows you how to train your mind so 
that idea production is, as he says, “as 
defi ite as the process by which motor 
ars are produced.” Enthusiastically 
tnd.rsed by sales managers, editors, 
coll ge professors, poets, advertising 
mer. salesmen and business executives 
who have read it. 


Sen. for your copy of A TECH- 
Nl( UE FOR PRODUCING IDEAS 
now Only $1 postpaid. 

Ad ertising Publications, Inc. 
100 E. Ohio Street, Chicago 11, Ill. 


ILL IN AND MAIL THIS 
COUPON TODAY 


Ady rtising Publications, Inc. 

Div 915 

100 E. Ohio St., Chicago 11, Ill. 
Ce: lemen: . 

> se send me...... copies of “A 


Ple 
lee inique for Producing Ideas.” 
En ‘osed is $........ . 


and from all appearances that is 
the direction Fleer is moving. 

From an advertising standpoint, 
the same story appears to be in 
the making. At present, Fleer, 
through Lewis & Gilman Inc., is 
experimenting with television in 
several cities and is also toying 
with a number of other promotion- 
al ideas which are being kept un- 
der cover. 

Fleer’s famous cartoon “family” 
not only appears in the gum wrap- 
per but is seen year-’round in some 
200 daily papers. This “family” 
has won an unusual acceptance 
among the nation’s younger ele- 
ment. 


ws The Dubble Bubble gum is de- 
scribed by Fleer as the “biggest 
selling confection in the world,” 
and from a promotional standpoint 
the company feels that its famous 
“family” enclosure has not reached 
its ultimate. 

This brand of bubble gum grew 


out of experiments originally made 
during the early years of this 
century by the late Frank H. Fleer, 
founder of the present company. 
Mr. Fleer was a chemist who man- 
ufactured extracts and chewing 
gum. He also is credited with mar- 
keting the first successful candy 
coated chewing gum in the form 
of “chiclets.” His first experi- 
ments with bubble gum fell flat be- 
cause of the taste and odor ac- 
companying the product. 

It wasn’t until the latter part 
of 1928, after Mr. Fleer’s death, 
that a successful product emerged 
with national acceptance. 

Officers of the Fleer company 
are Norman P. Hutson, president; 
Gilbert B. Mustin Jr., secretary; 
Frank Mauer, sales manager, and 
Russell Berger, advertising man- 
ager. 


a Topps Chewing Gum, New York, 
has confined promotion for Topps 


regular gum and Bazooka bubble 


gum to metropolitan New York at 
present, with car cards in all sub- 
ways and the Hudson & Manhattan 
Tubes. 

Promotion for Bazooka current- 
ly is running in full-color pages in 
30-odd magazines of the National 
Comics group. Cecil & Presbrey is 
the agency. 

Topps placed transportation ad- 
vertising in slightly fewer than 
25 cities during 1948-49. Spot tele- 
vision has also been scheduled at 
times when novelty attractions 
were offered. Ads are running in 
about 30 business papers. 

Cities in which Topps placed 
outdoor transportation advertis- 
ing during the earlier part of this 
year include Birmingham, Los An- 
geles, San Francisco, Hartford, 
Chicago, Indianapolis, Louisville, 
New Orleans, St. Paul, Detroit, 
Minneapolis, Kansas City, Buffalo, 
Niagara Falls, Pittsburgh, St. 
Louis, Knoxville, Nashville, Dallas, 
San Antonio, Seattle and Milwau- 
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kee. 

Topps also has actively pro- 
moted Bazooka bubble gum with 
tie-ins on radio programs where 
the bubble gum theme can be used 
to a natural advantage, such as 
the connection with the rodeo in 
New York and the slogan, “The 
official bubble gum of the rodeo.” 


RES 


OF DIAMON 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 
interstate United Newspapers, ! 
Fifth Avenue, N. Y., serving America's 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 


preferences of Negroes from coast to coast. 
Write now for this free information, 


SS 


ae f me 


HOW TECHNICAL can you get without making a tire ad 
tiresome? In terms anyone can understand, this new 


"Rythm Ride" campaign 


explains an important engi- 


neering difference between B.F. Goodrich Silvertowns 
and most tires. Prepared by BBDO Cleveland, the 
series enables BFG retailers to emphasize a quality 
feature instead of price...helps them clinch prof- 
itable sales despite return of a buyers' market. 
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NEW YORK * BOSTON 
MINNEAPOLIS 


* BUFFALO * 
* SAN FRANCISCO * 


L'IL ABNER 


HOLLYWOOD 


"OQ HAPPY Sadie Hawkins Day!" Cartoonist Al Capp 


BATTEN, BARTON, DURSTINE & OSBORN, Ine, 
Advertising 


CHICAGO + CLEVELAND 


* LOS ANGELES * 


* PITTSBURGH 
DETROIT 


and Cream of Wheat have celebrated ten of these 
holidays together. After a decade, these Cream of 


Wheat "L'il Abner" ads still 


rank top among the 


best-read food advertisements in magazines. In 
this Same period, this BBDO Minneapolis client's 
sales increase has been 50%, compared with an in- 
crease of only 1% for the combined competition. 


EATMOR TIME 


FRESH CRANBERRY time — and who doesn't k 
— with cranberry pictures in mouth-watering 
color in Sunday supplements and magazines, 
black-and-white ads in dailies and weeklies, 
paragraphs in shoppers' columns, participation 
in women's radio programs, 
by the thousands. Ad shown co-stars cranberries 
and Pie Crust Mix, to the benefit of both. 
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Druggists Know Little 
of Ammo Advantages 


Shoppers Get Fantastic 
Tales of Dentifrice’s 
Development and Uses 


Cuicaco—If a drug store cus- 
tomer wants to find out why am- 
moniated dentifrices are supposed 
to be good, chances are that the 
drug clerk can’t tell him. 

Despite the publicity, advertis- 


ing and detailing which have been 
done for ammoniated dentifrices, 
ADVERTISING AGE correspondents in 
11 cities reported that most drug 
clerks are able to offer customers 
very little information about the 
products—and much of it is gar- 
bled. 

That is one of the more impor- 
tant facts which developed from 
AA’s recent dentifrice shopping 


spree (AA, Nov. 21), in which Ap- 
VERTISING AGE resident writers in 
each of 11 cities entered ten drug 
stores, asked for a dentifrice, and 
waited to see what the clerk 
would sell them. As reported last 
week, most of the drug store em- 
ployes did little or no selling for 
any brand. 

In the relatively few stores 
where the “shoppers” heard an in- 
telligent sales talk, it usually came 
from the store manager. 


@ When the drug clerks were 
given an opporiunity to present a 
sales talk, it almost invariably 
took one of the following lines: 

“It tastes better than the others” 
—speaking of ammoniated brands. 

“Everybody seems to be buy- 
ing it’—also for ammoniated 
brands. 

“TIT like it myself’—for both 
“standard” and ammoniated 
brands. 

“Dentists seem to be recom- 
mending the ammoniated.” 

“It’s new, can’t hurt, might 
help’”—for ammoniated. 


Advertising Age, November 28, 19. 9 


In the handful of cases in which 
the clerk had a good sales talk for 
(or against) the ammoniated pro- 
ducts, it was apparent that detail 
men had talked to clerks as well 
as store managers—several freely 
admitted the contact. 


ws When AA correspondents men- 
tioned that they were puzzled 
about the merits of ammoniated 
dentifrices, most of the clerks pre- 
sumed that an ammoniated pro- 
duct was wanted and said that 
they were “supposed to be very 
good.” 

When asked why ammoniated 
was good, the “shoppers” received 
an astonishing variety of answers. 
Typical are the following: 

“It’s supposed to prevent tooth 
decay. It does stop decay in chil- 
dren’s teeth, but I don’t know 
whether it has much effect on 
adults.” 

“It gets right in there between 
the teeth and eats out all of the 
decayed food particles.” 

“Because it contains ammonia 
[sic]. The ammonia really stops 


What happens when you've run a powerful ad 
.-»when it creates a desire for your product... 
when the prospect is “rarin’” to buy? Will be 
know where to find your product? 

He will, if you use Trade Mark Service in the 
‘yellow pages’ of telephone directories. This 
dealer identification plan means your trade- 
mark or brand name is displayed over a list of 
your local dealers in the ‘yellow pages.’ It’s 
there 24 hours a day...every day. 

Then by adding a short line to your ad like 
“You'll find an authorized dealer listed in the 
‘yellow pages’ of your telephone directory” 
you make it easy and convenient for prospects 
to find the dealers who sell your product. 


FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS OFFICE OR SEE THE LATEST ISSUE OF STANDARD RATE AND DATA || 


A good way to give your ad a happy ending 


AS 


You'll find an authorized dealer — 
listed in the ‘yellow pages’ 
of your Telephone Directory 
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decay. In fact, it’s so good that 
they’re putting it in drinking w - 
ter.” The confusion between flu >. 
rine treatment and the ammoni. m 
ion popped up in a number of 
cases. 

In no case was any correspon j- 
ent told that the ammonium in 
eliminates many of the bacte: a 
responsible for tooth decay—t ie 
basic sales story for all ammor i- 
ated products. 


s In addition, almost all drug sto e 
personnel who expressed then- 
selves on the subject (includi:g 
many of the store managers) were 
unable to say why any one braid 
was “better” than another. Typical 
comments were: 

“Oh, they’re all alike—made ex- 
actly the same way.” 

“They’re all made by the Uni- 
versity of Illinois. There is really 
no difference.” 

“This was the first one on the 
market.” 

“T tried a sample when it first 
came in, and I like the taste. Most 
of them taste terrible.” 

Actually, among the national 
brands, several formulas are being 
used. Amm-i-dent, for example, 
uses a formula different from the 
brands which have been licensed 
by the University of Illinois Foun- 
dation, and Amion works on a 
theory slightly different from 
either of the others. 


s Both clerks and store managers, 
however, knew more about the 
relative “merits” of ammoniated 
paste and ammoniated powder. 

When ammoniated dentifrices 
first were introduced, all of them 
were prepared in powder form, 
since the pastes were unstable 
More recently, pastes have been 
marketed. Many of the druggists 
who recommended powder men- 
tioned that the pastes have not 
yet been perfected—or something 
to that effect. 

In no case, however, did a clerk 
or manager boost ammoniated 
pastes for any other reason than, 
“I prefer paste myself,” or “It’s 
easier to use, not so much mess.” 

And in fewer than a half dozen 
instances did either the clerk or 
manager caution an AA corres- 
pondent not to rinse his mouth 
afier using an ammoniated pro- 
duct—important advice if the new 
dentifrices are to do what they are 
supposed to. 


ws This lack of knowledge—and 
enthusiasm—for ammoniated pro- 
ducts was noticeable in all the 
cities studied, with one notable 
exception: 

In Minneapolis and St. Paul, 
AA’s writer-shopper discovered 4 
surprising familiarity with am- 
moniated products, their purposes 
and value. The answer seems (0 
lie in extremely effective detail- 
ing for Dox, local product which 
was recommended and purch.sed 
in six of the ten stores. The o‘her 
purchases in this city were ‘wo 
Amm-i-dent powder, one Amuro! 
powder, and one Amion paste 

Dox got the call time after t 
because it is “the largest sel'er,’ 
“tastes better,” “has been on 
market for five years,” and s 
lar reasons. 


w One other interesting and 
nificant thing should be rep 
in connection with this study. 

Although dentifrices were 
initely indicated as a pro: 
which is bought by brand, 
practically no “pushing” on 
part of retail salespeople, Co 
—and only Colgate—got any ~ 
support from the clerks. 

In a suburban Minneapolis s 
for example, although the 
purchase was Amion paste, 
clerk volunteered the inform 
that ammoniated pastes weré 
outselling regular products, 
“Colgate is still a fast seller.’ 

In Dallas, Julian Stagg was 
pressed “with the terrific un 
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Photography Is Big Business in U. S.., 
Berko Points Out in 1950 Yearbook 


Lonpon—The “vast number of 
first-rate photographers in Am- 
erica” and ‘a population well 
equipped to indulge its own fancy 
in the field are pointed up in 
the “1950 Photography Year- 
Book,” recently published by Press 
Centre Ltd. here. 

In his introduction to “American 
Photography Today,” Ferenc Berko 
comments that U. S. photographers 
have developed “a wonderful tra- 
dition” in this art. While the 
leaders are setting a very high 
standard, he adds, “hot on their 
heels you have tens of thousands 
of eager young people of both 
sexes trying to emulate, reach and 
surpass them in this highly com- 
petitive society.” 


a “And, finally, below them, you 


have most of the relatively afflu- 
ent population, partly really in- 
terested in photography, partly 
teased and bullied into it by the 
high-pressure publicity and sales- 
manship of what constitutes one 
of the biggest industries in the 
country, and you will therefore 
find them with equipment, materi- 
als, standards, and, sometimes, re- 
sults quite undreamed of in our 
so much poorer and harassed 
Europe.” 

The 288-page yearbook repro- 
duces more than 200 photographs, 
with 15 plates in full color, and 
contains articles by leading au- 
thorities in the field. 

The book, at $5 per copy, sells 
in the U. S. through Rayelle 
Foreign Trade Service, Philadel- 
phia 31. 


eat 


BotA Adds Eight Members 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, has added the follow- 
ing new members: Journal, Cof- 
feyville, Kan.; Globe, Dodge City, 
Kan.; Tribune, El Reno, Okla.; 
Gazette, Emporia, Kan.; Appeal- 
Democrat, Marysville, Cal.; Miami 
Herald; Times, Pekin, Ill., and Ad- 
vance-Register, Tulare, Cal. 


General Drafting Names Head 


John Loren Head has joined the 
art department of General Draft- 
ing Co., New York, mapmaker, as 
assistant to the art director, John 
Larkin. Mr. Head was formerly art 
director of Gotham Advertising 
Agency, New York. 


Worthington Names Shaw 


A. M. Shaw has been named as- 
sistant manager of the pump and 
compressor merchandising division 
of Worthington Pump & Machin- 
ery Corp., Harrison, N. J. 


x Aiming Your Sales Message 
at Young Men? 


You Gant Miss- 


In the Magozine with 


All Male Readership ! 


SIXTH ST., M. W., WASHINGTON: 1, D.C 


right now? 
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© Tee STEADY USERS—Pet Food Co. of 
' merica, Hollywood, Cal., offers dog life 
Uni- nsurance underwritten by Lloyd’s of Lon- 
Cally Thon to regular users of Thanks dog food. 
his introductory copy appeared in the 
| the Salt Lake Telegram (AA, Nov. 14). 
first blity of Colgate’s as being almost 
Most Hnonymous with toothpaste.” 
} In Washington, the clerk in an 
ional Bdependent drug store said the 
2€1Ng More had a wonderful selection, 
nple, Hved the shopper to take his 
1 the Boice, and added: “As far as I’m 
nsed Mincerned, give me good old- 
oun~ Bchioned Colgate’s.” 
on a 
rom Min Cleveland, a clerk told Noel 
ical, “I’m still using the regular 
uff—Colgate paste. The flavor is 
‘fers, Hod and it cleans teeth, which is 
_ the Mout all toothpaste Should be ex- 
lated Bicted to do.” 
r. In other words, while the shop- 
frices Hing spree could scarcely be said 
them & prove that drug clerks had a 
form, Byorite brand, the indication did 
table. i) up that if the ammoniated 
been Buation hadn’t muddied the wa- 
Bgists Br: Colgate would have been ad- 
peel ated a good many times. 
ie Editor’s Note: This is the second 
| four articles, detailing the re- 
“ its of a dentifrice buying spree 
‘ated ulged in by 11 AA resident 
a iters in as many cities. Details 
“Tt’s the brands purchased were pub- 
» [ged last week. Succeeding sto- 
ian s will discuss related selling and 
a | e dentifrice price situation. 
orres- 
nouth @e2adians May Establish 
pro- je-Profit Ad Council 
e new MAs a result of the suggestions 
»y are MRde by speakers at the recent As- 
lation of Canadian Advertisers 
nvention in Toronto (AA, Oct. 
_and the ACA board of directors is 
dying the possibility of setting 
4 c ba Canadian Advertising Coun- 
otable MSuch an ad council would prob- 
ly be modeled on the U. S. Ad- 
Paul, Using Council, would not be 
red a Mf Profit and would embrace ad- 
m- User, agency and media groups. 
poses te ACA directors will meet Dec. 
ms {0 ie arouse exploration of the 
eail- 
wich Hbllagher Joins Shenton 
hse? Bohn S. Gallagher, formerly head 
o-her Hl advertising and publicity of 
e ‘WO Hand er-Evans Corp., a division 
m iro! # Nil s-Bement-Pond, has joined 
e C. Shenton Advertising Agency, 
rt me, Metfo d, Conn., as a vice-presi- 
el er,” |" @ d account executive. 
yn the 
< mi- (far | Oil Names Graham 
Pall: rd Oil Co., Hartford, has 
nec Hugh H. Graham & Asso- 
d sig- es, Vew Britain, Conn., to di- 
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I. 
e ief- 
oc uct 
, vith 
yn the 
‘o sate 
es ea a 
cond to none. It flows $ 
3 ore, ae well and is 
wt . dealer or write direct. 


‘AFTINT MFG. CO. 8 
lamer Ave., Cleve., O 


pes 


BLACK 
ING INK 


prootreader 


a 


memoranda in all matters concerning Correct usage. 


THE COCA-COLA COMPANY 


Please give this to your 


You can’t always remember everything. Neither can your writers, 
editors, typographers. But proofreaders are wonderful people who do heed 


Could we request, as an aid to us in protecting our trade-mark, that you send 


the above memorandum, or one similar to it, to your proofreading department 


COPYRIGHT 1949, THE COCA-COLA COMPANY 
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No. 3443. Data on Las Vegas, Ne- 
vada. 


This is the new Standard Mar- 


ket & Media Data File for Las 
Vegas, Nev., prepared by the Las 
Vegas Review-Journal. The tourist 
trade is the biggest business in 
this market; more than 2,000,000 
visitors pass through the city an- 
nually, to visit Hoover Dam, etc. 


Nv. 3444. Service and Ethics of 
Food Brokers. 


To eliminate existing confusion 
on the subject, the National Focd 
Brokers Association offers a new 
booklet, “Merchandising Service 
and the Food Broker.” It is de- 
signed to assist both the broker 
and the manufacturer, and con- 
tains a basic code of ethics com- 
inon in the field. 


No. 3410. The Kansas Radio Au- 
dience of 1949. 

Now available from Station 
WIBW, Topeka, is the 13th annual 
study of radio listening habits and 
preferences, conducted by Dr. F. L. 
Whan of the University of Wichita. 
The study follows the pattern of 
previous reports and provides some 
new items of information not cov- 
ered before, such as percentage of 
families owning portable, non- 
portable, FM, tractor, auto or truck 
receivers; age of sets used in the 
home; location of radio sets used 
in the home; family plans for pur- 
chase of television receivers, etc. 


No. 3413. A Study of Incomes of 

Subscribers. 

Three different methods were 
used in obtaining the figures re- 
ported in this study, issued by 
U. S. News & World Report: (1) 
examining individual income tax 


returns in Wisconsin; (2) obtain- 
ing individual income reports from 
Retail Credit Co. on all subscribers 
living in Houston, Rochester, N. Y., 
Toledo, and Bridgeport, Conn.; and 
(3) asking subscribers by mail 
questionnaire to indicate their in- 
come bracket, with results tabu- 
lated by Barnard Inc., an inde- 
pendent organization. 


No. 3411. A Little Light on a Dark 
Subject. 

The Long Beach Press-Telegram 
has issued this folder, which re- 
ports on the circulation and read- 
ership of all Los Angeles news- 
papers in Long Beach, Cal. Based 
on a study by Publications Re- 
search Service, the report also 
shows duplication figures. 

No. 3412. Philadelphia Inquirer 
Market Folder. 

Standard market and newspaper 
data forms; Philadelphia market 
facts; a circulation analysis and 
a folder called “Behind the Lines,” 
reporting on 15 years of advertis- 
ing gains, have been issued in a 
file folder by the Philadelphia In- 
quirer. 


No. 3405. Five-Year Summary of 
Hometown Daily Newspaper 
Readership Studies. 


Twenty-five typical western 
hometown daily newspapers, cov- 
ered in readership studies 1945- 
1949, are summarized in this bro- 
chure published by Hometown 
Daily Newspapers. During these 
five years, the newspapers studied 
varied in size from 3,421 to 38,- 
572 circulation, and over 2,000 
separate display ads have been 
measured, of which 364 were na- 


tional and 1,638 were local. 


Note: Inquiries for items listed above will not be serviced beyond Jan. 9. 


USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Tl. 
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City & ZONE 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 


RINE cccessescncecsccerrecenscesersctonssnosensonpatennanapenaeseote sncessensee VOU UE 


PPTTTTTT ITI 


WHATCHA GOT? 


Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 
oughly—AND GET RESULTS! 


+ card discounts on multiple 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 
WIDE OPEN 
ART DIRECTOR OPPORTUNITY 
Required: Top layout talent and creative 
imagination PLUS administrative skills 
needed for A to Z direction of all lay- 
out and art requirements. Aggressive, suc- 
cessful, and growing advertising agency. 
Starting opportunity good—eventual re- 
wards in direct proportion to your con- 
tribution. No spot for the inexperienced, 
but if you have a coming cub under your 
wing we'll consider him, too. What have 
you done, for whom have you done it, 

what’s your price? 
Box 2789, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
269 8S. State St. Harrison 7-2063 Chicago 


TYPOGRAPHIC SALESMAN 
An opening exists in one of Chicago’s 
leading typographic establishments, for 
a young man under 35, with some exper- 
ience in the graphic arts. 


A real opportunity to establish your- 
self in a lifetime career as a typographic 
salesman. Write full particulars, including 
age, experience, education and salary. All 
replies confidential. 

Box 2806, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 

ART DIRECTOR-NATIONAL EXPER. 
Modern design, figure rendering to $7500 
A-V-E-N-U-E 
Advertising and Publishing Persennel 
55 E. Washington, Chicago -3-1490 
ARTIST—LAYOUT 

Top-grade man for creative position with 
national organization. Ability to go from 
ideas to roughs to comprehensives. News- 
paper, magazine ads; booklets, circulars, 
etc. Interesting job-salary to match. State 
age, training, experience. 

Box 2809, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
POSITIONS WANTED 

“Star Pitcher” 

NY: $48,000; CHI: $42,000 
Account Executive - Now directs millions 
in national billing. Would bid reluctant 
90-day farewell to lovely friends in this 
old line “first division’’ agency and kiss 
my long-time satisfied clients good-bye- 
to sign as manager, coach or player with 
a more pennant-minded team in a bigger, 
faster ball park. If steady delivery under 
fire pays off at your World Series box- 
office, better check the league standing 
of this available “20 Game Winner”. Can 
report early for Spring training. 

Box 2758, ADVERTISING AGE 
100 E. Ohio St., Chicago 1 11, Ill. 


RESEARCH EXECUTIVE 
Top-flight marketing research director 
seeks new position with progressive or- 
ganization. Wide experience, unquestioned 
ability, age 40. For complete resume, write 

Box 2796, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


SELLING COPY AND IDEAS 
are my speciality. Exp’d in rough layouts, 
sales promotion, production, editing house 
organ. Varied product background. Col- 
lege grad. Age 31. Samples Excellent ref- 
erences. Now employed. Call SU. 4-3326 
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POSITIONS WANTED 
Let This Free Lance Writer 
Spark Your Industrial Copy 
I have extra time to help a few selected 
industrial advertisers produce better ads, 
booklets, etc. Proved performance on 
varied products. Roughs, layouts, art, 
production. Tell me your ey and 
get my ideas. No like—no y. 
Box 2810, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
STAR BALL SHAGGER 
Account executive would like to shag 
balls for the “Bob Feller” or a man in a 
similar position who advertised in this 
column November 7. Have top batting 
average in the “Texas League” but don't 
mind wearing old spikes so long as they’re 
on my feet and not in my back. Dedicated 
desire to score but can’t see past second 
base from local dug-out. Will send box 
score on request. Don’t want $48,000. Ad 
no pun, am hitched, one error. 
Box 2811, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL 
SEASONED SALES-ADV. MGR., COPY- 
WRITER, 15 years top-flight agencies; 6 
yrs. V-P Ch. Sales-Adv. pharmaceutical 
house, now oper. own Mail Order busi- 
ness, avail. pt. time Sales-Adv. Mgr., Con- 
sultation or free lance copy. Chicago only. 
Box 2812, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
$1,000,000 WORTH OF TALENT 
for your agency. An art director and an 
illustrator to free lance for you in ex- 
change for space. 
Box 2813, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
PLAY SANTA TO YOURSELF 
Let this male dynamo help you relax. He 
creates from scratch or weaves in your 
style copy-layout. 10 yrs. varied exp. 
Knows drugs, food, hard line. College. 
Now doing free-lance. Wants job with fu- 
ture. Dial LAke view 5-4176, write Dan 
Kamrow, 2424 Seminary Ave., Chicago 14. 
MISCELLANEOUS 
FREE SAMPLES, READY-TO-USE ART 
Thousands of smart line drawings by top 
artists, less than 5¢ each. Thrifty for 
paste-ups. Write for free samples & cur- 
rent release on approval. Volk, Box 207 
Atlantic City, N. J. 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations. 
John Andrews 1504 Dodge, Omaha, Neb. 


DOES YOUR AGENCY 
OR 
ONE OF YOUR CLIENTS 
need a 


widely experienced in agency procedure 
and in the merchandising, promotion and 
selling of product 


ee, Gale 


e thorough knowledge of department store, 
specialty Can, syndicate, drug and dru 
chain operation acquired through severa 
years product selling and promotion 
ideas. 

* as a former agency principal and account 
executive can make an important contribu- 
tion to your client relationship thru knowl- 
edge and understanding of marketing prob- 
ems. 


(Chgo). 
PREMIUM BUYER 
and Merchandiser. 8 years know-how cov- 
ers redemption plan, mail-ins, dealer offers, 
etc. Also available on consultation basis. 
Box 2804, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


GET MORE FOR YOUR MONEY 
Now Ad Mgr. national food firm. Write 
highly regarded monthly publication. Ex- 
cellent creative layouts, copy, sales cor- 
respondence. Extensive newspaper adv. 
exp. Some art work. Good speaker. Effi- 
cient, great on details. Age 34. 

Box 2805, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
LAYOUT ARTIST-2 yrs. gen’l. experience. 
Now employed, desires change. 

Box 2807, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Editor - Associate 
Employed trade publication. Versatile 
writer, reporter. Experienced all phases 
editorial production. Journ. grad. 27. Seek 
new connection writing, editing. 
Box 2808, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


"WISH YOUR DAY HAD 16 HOURS? 
You need expert ass’t, 12 yrs agency exp 
media, traffic, copy, contract, etc. nat’l 
acets spending $1000 to $1,000,000. B.S. 


Mktg. 31, family. Nyc. Resume. AL 4- 5742 


Bs 


a tesaaiieds CRE nO ti 


© Rec ded by splendid record of per- 
formance in toilet goods field for mana- 
gerial position in sales or promotion. 
® Age. 44. Married. Willing to leave Chicago. 
Box 7495, ADVERTISING AGE 
100 €. Ohio St., Chicago 11, Iil. 


WANTED 
REPRESENTATIVES FOR MEXICO’'S 

LEADING INDUSTRIAL AND 

CONSTRUCTION MAGAZINES 
‘Industrial’, ‘‘Modern Construction”’ and ‘‘Min- 
ing & Oil’’ magazines, oldest published and out- 
standing in Mexico require aggressive represen- 
tatives in largest industrial and export centers in 
U.S.A. Good profits for experienced men. Write 
for full details to: Publicaciones Rolland, S. de 
R.L., Plaza de la Republica No. 6—408, Mexico, 
D. F. 


ORGANIZATIONS SEEKING 
MANUFACTURERS REPRESENTATIVES’ 
SERVICES CONTACT 
BOX 7497, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Crosby Show 8th 
on Hooper List 


New YorK—Bing Crosby p! ice; 
eighth on the Nov. 15 pro;ray 
Hooperatings, his first appear ing 
in C. E. Hooper Inc.’s first fit e 
this season. 

CBS was an easy winner an on 
the networks for both day an 
night programs. 

The nighttime leaders: 


Radio Theater (Lux), CBS ............... 25, 
Godfrey's Talent Scouts (Lipton’s), 
ile RIE RT ee 2 
Jack Benny (Lucky Strike), CBS ... 2» 
My Friend Irma (Pepsodent), CBS 2. 
Fibber & Molly (Johnson’s wax), 
TUEES. Scxccssccecilintiiincesnecstiectiiniinenestitesibbincnes 18 
Walter Winchell (Kaiser-Frazer) 
BTS parctncccccdeiscistsdinlibininticaeaiistinion 17 
Crime Photographer (Philip Morris) 
OE EE eT FEM. Teo: Te Fe Sy 15 
Bing Crosby (Chesterfield), CBS .. | 
Suspense (Auto-Lite), CBS. .............. 15 
Charlie McCarthy (Coca-Cola), CBS .15 
FBI in Peace and War (P&G), CBS _15 
Dennis Day (Colgate), NBC .............. 15 
Bob Hope (Swan), NBC 2.000.000.0000. 14 


People Are Funny (Raleigh), CBS 14) 
Mr. and Mrs. North (Colgate), CBS _14 
Amos ‘'n’ Andy (Rinso), CBS .......... 14 
Mr. Keen (Whitehall), CBS .............. 14 

Average evening sets in use o 
31.9 were up 1.4 from the last re 
port and 0.2 from a year ago. A 
erage rating of 10.1 was up 1 
from the last report and 0.3 fro 
a year ago. 

Daytime favorites: 
Ma Perkins (Oxydol), CBS ................. 
Big Sister (P&G), CBS 
Young Widder Brown (Sterling), NBC 
Arthur Godfrey (National Biscuit, 

Chesterfield, Toni, Wildroot, Gold 


7 
7 
6 


RR REE Ry Se 6 
Pepper Young’s.Family (P&G), NBC 6 
Our Gal, Sunday (Anacin), CBS ..........6 
Aunt Jenny (Spry), CBS ..0.0.......0...... ill 
Helen Trent (Whitehall), CBS ........ 6 
Right to Happiness (P&G), NBC ......... 6 


Wendy Warren (General Foods), CBS 6 

Average daytime sets in use o 
15.8 were up 0.5 from the last r 
port and down 1.5 from a year agd 
Average rating of 4.2 was up 0. 
from the last report and down 0. 
from a year ago. 


Maps Sportswear Campaign 


Queen Knitting Mills of Phil: 
delphia, manufacturer of model 
ately priced sportswear for womel 
has announced plans for a 19 
campaign to promote its Que 
Casual line of sports apparel. Cop 


will appear in Charm, Glamou 
Harper’s Bazaar, Mademoisell 
Seventeen and Vogue. Point 4 


sale advertising material and trad 
advertising in Women’s Wear Dail 
also will be used. The agency 
Leonard F. Fellman & Associate 
Philadelphia. 


Morrow Drops Two Accounts 


Tim Morrow Advertising, Ch 
cago, has resigned the accounts 4 
Rulo Products Co. and _Isoto! 
Co., both in Chicago. 


DOES YOUR RADIO 
ADVERTISING 
PAY OFF? 


Hard-selling girl copywriter 
“at large” with five years’ ex- 
perience head of continui'y in 
50,000 watt Chicago radio 
station. Additional yea 45 
head of radio copy de; art 
ment for nation's largest sy" 
dicated radio service. Co! ege 
trained. Additional drar atic 
experience that qualifie. for 
television. 


Box 7496, ADVERTISING 4GE 
100 E. Ohio St., Chicago | , !!!. 


WILL SACRIFICE CONT %0l 
Southwest Magazir > 


To top grade Adv. or Circ. n 
38 with established executive 
agerial ability, modest sum to 
will give binding contract e! 
— purchase controlling i! 

eld-leading monthly. Ill heal 
force retirement. Give your ft 
ord with first letter. 


Box 7498, ADVERTISING A : 
100 E. Ohio St., Chicago 11, 
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Advertising Age, November 28, 1949 


Along the Media Path 


e Mechaniz Iliustrated will climax 
a special promotion of its hard- 
ware merchandising plan this week 
w.th a final mailing of half a dozen 
separate folders, packaged in tool 
kit cover jacket, explaining the 
program. 

The publication has been mail- 
ing the individual folders, at three- 
day intervals, to hardware manu- 
facturers and their agencies 
throughout the country. Mel Gro- 
ver, advertising manager of Me- 
chanix Illustrated, said the six- 
part mailing was intended to 
familiarize hardware advertisers 
with a merchandising program cre- 
ated to help them step up selling 
efforts at one of the toughest dealer 
levels—the hardware stores. 

Direct Mail Advertising Asso- 
ciation has selected the series as 
one of the top direct mail efforts 
of the month, and is including 
specimens with its monthly bulle- 
tin for DMAA members. 


e Within a three-week per od, 
American Druggist employed an 
intensive four-part campaign to 
play up its “Silver Dollar Jackpot,” 
a continuing editorial feature 
aimed at getting more drug store 
clerks to try for related item or 
trade-up sales. 

To advertisers and agencies, the 
publication first sent an empty 
mailing wrapper, surprinted: ‘This 
wrapper may look empty—but 
read inside.” A brief message in- 
side urged them to look for the 
October issue. The actual issue, 
mailed shortly thereafter, con- 
tained the same sort of wrapper 
That was followed by a four-page 
two-color folder, featuring a silver 
spinning coin and the message’ 
“Quick dollars for quick clerks.” 
Space salesmen now are using the 
same coin gimmick to help de- 
scribe the clerk-training feature, 


e WLW-C, the Columbus, O., out- 
let of the WLW television network, 
now is producing and transmitting 
programs from its newly-com- 


pleted building, which houses ad- 


4 


ministrative offices, three studios 
and a central control room. A 
glassed-in production center af- 
fords producers stationed on a 
raised central platform a clear 
view of control equipment, panels 
studios. 


® “ime tied in with the St. Louis 

j tials of Vice-President Alben 
«xley and Mrs. Carlton Hadley 

’ a promotion piece emphasizing 
while it is losing one subscrip- 
its circulation still includes 
),000 families. 


® . dvertising linage for October 


issies hit an alltime high, the 
Ne» York Mirror reports, with 
~ month’s total over 1,000,000 
ine s, 


® athfinder and Farm Journal 


ha e set up a new retail promo- 
4o division to help advertisers 

“ 1 their products in small towns. 
I 


department, operating from 
York, will be operated by Ed- 
Wi Mitchell, until recently sales 
Me ager of Edwinger & Wycoff, 
Me \ufacturer of point of sale fix- 


merchandise, more than 200 in- 
dependent men’s wear stores 
throughout the country are using 
three-dimensional background dis- 
plays featuring the November 
hunting scene from Holiday’s cov- 
er. The magazine’s retail promo- 
tion package also included strip 
ecards carrying the names of na- 
tionally-advertised brands. 


e “Might as well try to catch in 
words the flavor of a wild straw- 
berry” is the way NBC character- 
izes any attempt to describe the 
enchantment of the popular 
“Kukla, Fran and Ollie” television 
network show now sponsored by 
RCA Victor Division and National 
Dairy Products Corp. So, in a 


colorful brochure, NBC repeats 
praise of the Burr Tillstrom show 
by radio critics John Crosby, Jack 
Gould and Harriet Van Horne. 


e The Chicago Tribune has ex- 
panded from 7-point to 8-point 
Regal type, on a 9-point slug, for 
its mew coverage, and margins on 
each side of the news columns have 
been widened slightly. The Tribune 
helped to develop the popular Re- 
gal face, in cooperation with In- 
tertype Corp., and began using it 
in 1935. 


e Mrs. Pauline Wolly Rivers, for- 
merly assistant director, has taken 
over as chief of the New York Her- 
ald Tribune’s Club Service Bureau. 
She has been with the paper for 
the past seven years. 


e For the use of school and college 
libraries, as well as journalism 
classrooms, the Courier-Journal 


and Louisville Times has reprinted 
in booklet form a 32-week series 
of advertisements explaining how 
each department functions in pro- 
cessing a daily metropolitan paper. 


De Lott Agency Names Two; 
Gets Three New Accounts 


Robert Ruth has been named 
production manager of Paul De 
Lott Advertising Agency, Cincin- 
nati. Jerry Herbert has been ap- 
pointed head of the art department. 

The agency has acquired the 
following accounts: Reed’s, wo- 
men’s apparel store; Queen City 
Carpet Cleaning & Rug Mfg. Co.; 
and Ace Tool & Die Works. All 
are located in Cincinnati. 


Joins Denman & Betteridge 


William H. Botsford, formerly a 
vice-president of Sills Inc., Chi- 
cago public relations counsel, has 
been named public relations direc- 
tor and account executive of Den- 
man & Betteridge, Detroit agency. 
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Association Changes Name 


The Canadian Association of 
Tourist and Publicity Bureaus has 
changed its name to Canadian 
Tourist Association. The change 
was adopted at the business session 
of the recent convention in Hali- 
fax, N. S., at which George Martin 
was reelected president. Mr. Mar- 
tin is vice-president and treasurer 
of James Fisher Co., Toronto 
agency, and also operates a sum- 
mer resort in Gravenhurst, Ont. 


Graham Promoted to V. P. 


A. J. Graham, sales manager, has 
been named vice-president and 
general manager of Canadian Gen- 
eral-Tower Ltd., Galt, Ont., man- 
ufacturer of rainwear. He has been 
on the board of directors for the 
past five years. 


Lathrop Appointed 

Arthur E. Lathrop Jr. has been 
appointed promotion manager of 
the Journal and Bulletin, Provi- 
dence, R. I. 


introduce new Christmas 


FAMOUS COVER GIRLS 


iad 


PHOTOGRAPHED BY BENEDICT FRENKEL 


Bewitching Betty Bridgers is truly the prototype of today’s flawless 


fashion-model. Her intriguing features, warmly tanned from on-location 


assignments in Bermuda, Sun Valley or Rio. are frequently seen on covers 


of VOGUE and HARPER’S BAZAAR. Betty is an accomplished ice- 


skater, and gave exhibitions of her skill before she began modeling in 


1945. Her present hobby is photographing children, in particular her 


three-year-old daughter, an engaging miniature of a model mother. 


FAMOUS COVER PAPERS 


‘1 ab 


THE BECKETT PAPER COMPANY 


Ben 


MADE BY BECKETT 


Color that catches the eye, 
texture that is pleasing to the 
touch, quality that assures long 
wear—these are the ingredients 
that make BUCKEYE and 
BECKETT COVERS the first 


choice of admen and printers everywhere. 
14 colors, 9 finishes, to choose from in the 
BUCKEYE line; 11 colors, 9 finishes in the 
lower-priced but attractive BECKETT line. 


Samples will be sent you on request. 


HAMILTON, OHIO 


IF YOU WANT YOUR CATALOCUE—OR 
BOOKLET—T0 BE READ FROM COVER 
10 COVER— 


a favorite color in the 


BUCKEYE Cover line. 
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Names Melchor Guzman Co. 


Melchor Guzman Co., New York, 
has been named United States and 
Canadian representative of YSU- 
USUA, Radio Mil Cincuenta of 
San Salvador, El Salvador, effec- 
tive Jan. 1. 


Selects S.S. Koppe & Co. 


El Diario de Nueva York, Span- 
ish language newspaper, has ap- 
pointed S. S. Koppe & Co., New 
York, as national advertising rep- 
resentative. 


Or 
MEN'S 
APPAREL 


In The Elks Magazine, you 
reach over 970,000 men to 
whom good grooming is both 


desirable and necessary. 


For 51.9% of Elks are busi- 
ness owners... 46.1% are 
administrative and operating 
executives ... 11.6% are 


professional men. 


With a median annual com- 
bined family income of $5,- 
472.33, Elks are financially 


able to buy the best in men's 


apparel. 


YOU'LL SELL IT... 
IF YOU TELL IT IN 


THE 


MAGAZINE 


NEW YORK - CHICAGO 
DETROIT - LOS ANGELES , 


bety 
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' at 
$e x a a we wil 


Giveaways Shows Drop 
in Number and Ratings 


By MAuRINE CHRISTOPHER 

New YorK—Giveaways—the 
broadcasting phenomenon with 
which Fred Allen and the radio in- 
dustry in general were so preoc- 
cupied a few months ago—seem 
to be losing a great deal of their 
magnetism for sponsors, listeners 
and networks. 

When the Federal Communica- 
tions Commission promulgated a 
ruling classifying radio’s money 
and merchandise programs as lot- 
teries in mid-August, there were 
slightly fewer than 40 network AM 
and TV shows with formats built 
around prizes for the correct an- 
swers by studio or home contest- 
ants. 

Now, three months later, the 
number of programs in this cate- 
gory has dropped to approximately 
30. At least one other major radio 
giveaway, “Hit the Jackpot,” spon- 
sored on CBS by DeSoto-Plymouth 
dealers, will go off the air at the 
end of the year. This program rated 
7.8—or 78th in a field of 115 spon- 
sored evening broadcasts—on Mr. 
Hooper’s most recent listings. 


a In mid-summer, “Stop the 
Music,” one of the first programs 
to show that NBC’s Sunday night 
comedy lineup was not. impreg- 
nable, was a regular on Mr. Hoop- 
er’s first 15 for radio and a sellout 
on AM and TV. 

On Nov. 15, the ABC program 
was out of the running for top 
Hooper honors with a score of 10.1 
and a ranking of 5lst place. P. 
Lorillard Co. has notified ABC 
that Old Gold will relinquish 
sponsorship of the first 15-minute 
segment of the musical quiz (AM) 
at the end of the year, while con- 
tinuing as backer of the last quar- 
ter-hour of the program. 

Old Gold also will continue to 
carry the last half of “Stop the 
Music” on television. The $13,000 
or so saved weekly in the network 
radio retrenchment will be allo- 
cated to increased TV costs and to 
spot radio. 


ws This chain of events tends to 
substantiate the oft-advanced the- 
ory that the FCC need not concern 
itself with the excess of any par- 
ticular type of radio fare. Public 
reaction, which is soon reflected in 
a shift in advertising dollars, can 
be expected to keep the broadcast- 
ing lineup pretty well in balance. 

The commission probably 
speeded up this natural process. 
Although the networks moved 
promptly to obtain a stay of en- 
forcement of the giveaway ban, 
its mere existence served to 
dampen the enthusiasm of pro- 
spective sponsors for prize pro- 
grams. 

Date for the court test on the le- 
gality of the FCC ruling, to be 
heard in federal court here, has 
not been set. The case is ex- 
pected to be docketed by early Jan- 
uary. 


ws Another noteworthy change in 
the giveaway picture is the trend 
away from programs which shower 
their loot on home listeners. It was 
this category of audience participa- 
tion shows, many of which reach 
the winners by phone, that most 
legal authorities believe the FCC 
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ruling aimed to outlaw. 

ABC, the leader in the broad- 
casters’ battle against the give- 
away ban, had seven radio pro- 
grams which offered prizes to the 
home audience in August. 

Three of these—‘“‘Add a Line,” 
Johnny Olsen’s “Get Together” and 
“Name the Movie” (sponsored by 
Revere Camera)—no longer ap- 
pear on the schedule. “Kate Smith 
Calls” has discontinued the 
jackpot feature for listeners se- 
lected at random. Instead, Miss 
Smith chooses deserving people 
from the news and presents her 
prizes to them. American’s pro- 
gram log included 16 radio and 
video shows three months ago; it 
currently offers 11. 


w One of the missing shows, Bris- 
tol-Myers’ “Break the Bank” (AM 
and TV), has shifted to National 
Broadcasting Co., the only network 
whose list of prize and quiz at- 
tractions has increased since the 
FCC ruling. Part of the gain is due 
to programs which were on sum- 
mer vacation during August. 

Although “Hollywood Calling” 
has not succeeded in giving Jack 
Benny rating jitters, it has, Grey 
Advertising Agency reports, done 
a selling job for Gruen Watch Co., 
sponsor of the last half of the hour 
program. NBC is planning a big 
publicity and promotion pitch to 
try to increase the rating (4.0 on 
the Nov. 15 Hoopereport). 


es Ralph Edwards, whose search 
for the Hush family a couple of 
years ago helped to touch off the 
giveaway rage, currently is enter- 
taining “Truth or Consequences” 
audiences with a voice-that-can- 
shatter-a-goblet feature. The first 
studio contestant who sings a note 
that breaks Mr. Edwards’ goblet 
will receive $1,500. 

The biggest giveaway fade has 
taken place on Columbia Broad- 
casting System, where you can no 
longer hear “Beat the Clock,” 
“Spin to Win” and “Winner Take 
All.” 

The latter was formerly spon- 
sored by Lever Bros. for Rayve. 
CBS has, however, succeeded in 
selling half of “Sing It Again” to 
Carter Products and Luden’s. 

As mentioned earlier, DeSoto- 
Plymouth dealers will drop “Hit 
the Jackpot” after Christmas. As 
a replacement they are expected 
to sign Groucho Marx, who is 
more concerned with comedy than 
quizzing. 


es Mutual Broadcasting System 
gives nothing away with the aid 
of the Bell System, although the 
network has approximately seven 
programs which dispense money or 
merchandise, mostly the latter, on 
audience participation and quiz 
sessions. 

Mail Pouch’s “Fishing and Hunt- 
ing Club,” “Take a Number” and 
a few other programs reward lis- 
teners who participate in the com- 
petition by mail. 

Mutual, like DuMont Television 
Network, which offers only one 
giveaway, “Spin the Picture,” to 
affiliates, is not participating in 
the court action against the FCC 
ban. 

One other change is noteworthy 
on the giveaway scene: The broad- 
casters are no longer so eager to 
publicize “gigantic” jackpots in 
terms of real dollar value. 

The press has been too willing 
to air the gripes of disappointed 
winners who discover that con- 
verting a fur coat, elephant or 
trip to the North Pole into its ad- 
vertised cash value is not as easy 
as identifying the title of a song. 
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Schuyler Hopper, president of Schuyler Hopper Co., addressed mem 
bers of the New York Advertising Club’s Advertising & Selling Cours 
on “How to Plan and Prepare Profitable Advertising” Nov. 14. . . Harr 
Buckendahl, general manager, was among those honored at a Ten Yea 
Club banquet for employes who have served ten years or longer a 
KOIN, Portland, Ore. . . 

Just published by the Syracuse University Press is “It’s Fun to Re 
tire,’ by Arthur J. Brewster, who should know, because he’s done i 
Author of several advertising textbooks, Mr. Brewster was at one time 
ad manager of L. C. Smith & Corona, and spent 25 years as head of the 
advertising department at Syracuse U. Not long ago he was honored by 
the establishment of the Arthur J. Brewster scholarship there. . . 

Walter H. Wheeler Jr., president of Pitney-Bowes, Stamford, Conn , 
received the Stamford Jewish War Veterans’ Citizen Award for having 
done most in Stamford toward promoting inter-faith relationship dur - 
ing 1949... 

A series of banquets across the country will honor 562 employes who 
are eligible for membership in the Borden Co.’s Quarter Century Club. 
Theodore G. Montague, Borden president, presented diamond-set gold 
pins to 12 25-year candidates, and to three who have completed 4( 
years of service. Honored for 40 years’ service at festivities at Hotel Astor, 
New York, were E. J. Carey of the grocery products division; John 
Barnes, manufactured products division; and Ben Tiedeman of the cheese 
division. Among the 25-year people was William E. Wurtz, v.p. in charge 
of sales for the cheese division. . . : 


U.S. WINS—It was an 8-5 victory for this team led by President Paul F. Clark of 

John Hancock Mutual Life Insurance Co. (foreground) in a curling match north of 

the border. Left to right (standing) are Paul A. Parker, Old Line Life Insurance Co.; 

William P. Lynch, Prudential Insurance Co. of America; and Robert P. Kelsey, John 
Hancock. 


Paul R. Kruming, president of National Export Advertising Service, 
New York, is south of the border on a three week business trip visiting 
agency associates in Mexico City and Havana... 

Certificates of merit “for leadership in community development and 
in service to the citizens of our city, state and nation” were presented 
Nov. 6 to Harry J. Grant, chairman of the Journal Co., publisher of the 
Milwaukee Journal, and James J. Packman, managing editor of the 
Milwaukee Sentinel. The awards were made by the Sunday Morning 
Breakfast Club of Milwaukee. . . 

Roger Holt, ad manager of Rothschild-Young Quinlan Co., has re- 
placed Merle Jones, former WCCO manager, on the board of directors 
of the Advertising Club of Minneapolis. Mr. Jones transferred his af- 
fections to the West Coast, where he’s now general manager of KNX, 
Los Angeles. . . 

Frank Burke Jr., manager of KFVD, Los Angeles, has added a girl 
to his family of two boys. Newest arrival is Shelley Glenn, who checked 
in at 6 lbs., 12 oz. on Nov. 4... 

Roland Kay, merchandising manager for CBS Housewives Protective 
League programs, Hollywood, is now chairman of the public affairs com- 
mittee of the state Junior Chamber of Commerce. He is also president 
of the Hollywood Junior Chamber of Commerce... . 

A television picture sequence announced the birth, Oct. 21, of Eric 
Davis Rubenstein, son of Leonard Rubenstein, art director of Cas): r. 
Hempstead & Hanford, Chicago. . . Les Raddatz, head of the press de. 
of NBC’s western network, became a daddy for the sixth time Oct. '4. 
Latest arrival is a daughter. . . It was a daughter, too, for Ed Benfie'!:|, 
head of the continuity dept. at WKNB, New Britain, Conn., and Ms. 
Benfield. .. Gov. Chester Bowles, whom the ad fraternity still claims ‘s 
one of its own, became a grandpa for the first time with the birth of a 
son to Chester Jr. of Salem, Conn... 

Fred M. Schwemmer, vice-president and drug merchandising ma’ - 
ager of Ruthrauff & Ryan, has become vice-chairman of the public re! - 
tions committee of the Drug, Chemical and Allied Trades Section of t ¢ 
New York Board of Trade... 

Earl C. Donegan, McCann-Erickson v.p., is heading a 17-man co! - 
mittee to organize the United Hospital Fund campaign among the adve - 
tising agencies of New York. Serving on the committee are: Walter ° 
Hine, J. Walter Thompson Co.; Guy Richards, Compton Advertisir 
Luis Dillon, Foote, Cone & Belding; William MacFarland, N. W. Ay ° 
& Son; Carle E. Rollins, J. M. Mathes Inc.; Glenn Wiggins, Kenyon « 
Eckhardt; Thayer Cummings, Batten, Barton, Durstine & Osborn; E. | - 
K. Bannvart, Cecil & Presbrey; Florence McGrady, Caples Co.; Pa '! 
A. Danielson, Paris & Peart; Herman Daych, St. Georges & Keyes; Juli: " 
G. Braun, Hirshon-Garfield; A. W. Lewin, A. W. Lewin Co.; H. °- 
Thompson, Anderson, Davis & Platte; Louis E. Dean, Kudner Agenc : 
and Theodore M. Seller, McLean Advertising Agency. . . 
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‘Real’ Santa Claus 
Sells Plastic Toys 
ir Monsanto Drive 


SPRINGFIELD, Mass.—Christmas 
to. s built of Monsanto plastics re- 
ce) tly got a big boost with a full- 
color page in The Saturday Even- 
ing Post featuring a postcard en- 
jorsement from the “official” 
Santa Claus himself. 

Vhe third-cover ad, placed for 
Monsanto Chemical Co.’s plastics 
division, pictures Jim Yellig, the 
‘real Santa Claus” of Santa Claus, 
Ind., and explains how “much of 
Jim’s bag is filled every Christmas 
with hundreds of toys made of 
Monsanto plastics.” Nine actual 
toys are illustrated and described, 
and the manufacturers’ names and 
headquarters cities are included. 

The Post page is part of a pro- 
motion in which Monsanto says 
nearly 4,000 stores will cooperate. 
The plastics division started mer- 
chandising the plan two months 
ago with copy in trade publications 
serving department, variety and 
specialty stores. 


s Retailers were invited to set up 
plastic toy displays using free point 
of sale material, including ban- 
ners, Window trims, reprints, etc. 
The current issue of Monsanto’s 
own “Plastics Merchandiser” pic- 
tures hundreds of toys made by 
Monsanto customers and includes 
full buying information. This com- 
pany publication is mailed to more 
than 5,000 volume buyers through- 
out the country. 

Climaxing a direct mail cam- 
paign addressed to retailers, Mon- 
santo will send out postcards direct 
from the Indiana town, picturing 
“Santa” Yellig and his promotional 
message: “Toys of Monsanto plas- 
tics bring Christmas cheers!” 


Edmund D. Kennedy, advertis- 
ng and sales promotion manager 
ff the plastics division, said the 
Post ad, like others in a three- 
year-old continuing campaign, is 
intended to do a four-way selling 
lob. Monsanto hopes it will sell 
consumers on the actual products 
shown; get consumers to identify 
these toys with Monsanto plastics; 
‘ell retailers on the merchandising 
possibilities in plastics, and sell the 
lastics industry, and industry gen- 
trally, on the versatility of the 
company’s many plastics materials. 
Gardner Advertising Co., New 
York, handles the account. 
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HOV CHICAGO BUYS SHOES—For 
thef rth consecutive year, better than 
‘0p cent of all footwear advertising 
‘acc | in Chicago newspapers during 
he | ational Shoe Fair, biggest event 
ith industry and one of the country’s 
tg; t annual trade meetings, ap- 
“ar | in the Chicago Tribune. Typi- 
ac the copy used during the Oct. 30- 
3 event was the above page 
Pac’ | by Florsheim. During the first 
‘ne nonths of 1949, general and re- 
lvertisers of shoes placed in the 
i¢ 63.4 per cent of their total 
v litures in Chicago newspapers. 
v.) 


Newspaper Drivers Safer 
in ‘49, Campaign Reports 

The Safe Driving Campaign of 
the American Newspaper Publish- 
ers Association and International 
Circulation Managers Association 
reports a slightly lower accident 
rate for the first two quarters of 
1949 as against the same period of 
1948. There were no fatal accidents 
during this period for newspaper 
driving fleets participating in the 
campaign. 

Statistics for this period reveal 
a rate of 2.17 accidents per 100,000 
miles of driving as against a rate 
of 2.37 for 1948. The record of no 
fatal accidents during the first two 
quarters of 1949 compares with 
three fatal accidents, during the 
same period last year, reported by 
newspapers participating. 


Kadin Launches Campaign 


Kadin Bros., New York, manu- 
facturer of handbags, has opened 
the largest holiday promotion in 
its history with a schedule of full 
pages in Sunday supplements and 
fashion magazines. Fashion Adver- 
tising Co., New York, handles the’ 
account. | 
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TEXAS DAILY PRESS LEAGUE, INC. 


Of the 1,000,000 (A.B.C. guaranteed) overseas 
veterans who get Foreign Service each month—790,000 
do not belong to any other veteran association. 

This means that Foreign Service is the only veteran 
magazine that 790,000 V.F.W. members read each 
month to keep themselves informed on matters of 
interest to the nation’s veteran population. 

These 790,000 Foreign Service readers, plus the 
210,000 V.F.W. members who also belong to other 
fraternities—plus the members of their families—com- 
pose a giant group of product-hungry consumers. All 
these add up to a grand total of more than 3,000,000 
readers. 

Foreign Service readers are spending $5,000,000,000 
annually for food, beverages, clothing, shelter, home 
furnishings and appliances, automobiles and auto 
accessories, vacations and entertainment, 
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Early in 1950, more than 1,000,000 Foreign Service 
readers (holders of World War II government insur- 
ance policies) will receive an estimated total in excess 
of 300 million dollars in dividend refunds from Uncle 
Sam. 

Extra income always stimulates the buying urge. 
The payment of these dividends will put more than 
1,000,000 V.F.W. families in an eager mood to buy 
the products that are advertised in their magazine. 

Mail order advertisers have proved to their own 
satisfaction that Foreign Service readership attention 
pays off in actual sales. 

That's the only kind of readership proof that an 
advertiser needs to make sure he is spending his He | 
vertising dollars wisely. 

Write today for proof of readership interest—and the 
pertinent facts about the vast consumer market you can 
reach through Foreign Service, the V.F.W. magazine. 
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Renick Averill, 427 West Fifth St., Los Angeles, Calif 
e Raymond J. Ryan, 35 East Wacker Drive, Chicago 1, LiL 
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Agency Men‘Hog 
Broadcast Ducats, 
Columnist Protests 


San FraANcItsco—Advertising 
agencies are “hogging” radio 
broadcast tickets and crowding out 
listeners who want to see the 
shows! 

So says George Voigt, radio and 
television writer for the San Fran- 
cisco Chronicle, in his local column. 
His tirade was provoked by the ar- 
rival of Eddie Cantor to record a 
couple of his “Take It Or Leave It” 


roo, ec oRPANG, 


THE LETTER SHOP, Saree, tote) 


431 S. Dearborn St., Chicago 5.Ulinois 


shows at the Marine Memorial 
Club here. 

“Most of the people who support 
the Eddie Cantor show by listening 
to his jokes and commercials won’t 
have the chance of a snowball in 
an advertising agency of seeing his 
appearance here,” Voigt said. 

The radio listener, “the guy who 
pays the freight,” can’t get to see a 
star because the tickets are 
“glommed” onto by agency men 
for themselves or close friends, 
Voigt contends. The agency people 
have nothing to worry about, he 
adds, because the listeners phone 
the radio stations to request tickets, 
and get mad at the stations when 
told none is available. 


Futtrell Takes Over ‘News’ 


Ashley B. Futtrell, formerly 
with the Daily Times, Wilson, 
N. C., has been made editor and 
publisher of the Daily News, 
Washington, N. C. Mr. Futtrell 
bought the Washington paper with 
three others last June. 


SOCTHERN HEN ERG 
MARKET  —s«C€T 


| DOMINATES 
7 PROSPEROWs . 


UTHERN NEW ENGLAND 
| MARKET 


Paul W. Morency, Vice-Pres.— Gen. Mgr. * Walter Johnson, Asst. Gen. Mgr.— Sales Mgr. 


WTIC’s 


50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO. 


33-Year-Old Agency 
Needs Specialists for 
Its ‘Industrial’ Clients 


New YorK—Roger L. Wensley, 
president of G. M. Basford Co., 
one of the pioneer industrial ad- 
vertising agencies in the United 
States, believes that the term “in- 
dustrial advertis- 
ing agency” is 
obsolescent. 

Few industrial 
agencies today, he 
told AA, limit 
their activities to 
heavy industry. 
Basford, he says, 
is more properly 
a “specialized 
market” agency 
for a variety of 
industrial, agri- 
cultural, and consumer products 
and equipment, in contrast to the 
“mass-marketing” philosophy of 
the general agency. 

Economic and marketing changes 
during the past 30 years, he points 
out, and revolutionary develop- 
ments in mechanical, electrical 
and chemical engineering have in- 
tensified and accelerated the trend 
toward specialization in distribu- 
tion. 


Roger Wensley 


ws Having observed and studied 
many of these changes and de- 
velopments since 1916, the year 
the Basford company started in 
business, Mr. Wensley believes that 
while social and economic condi- 
tions were difficult then, they are 
infinitely more complex today. But 
he regards this as part of the pro- 
cess of growth. 

The growth of his own agency 
exemplifies the point. The com- 
pany was started by George M. 
Basford, a graduate of the Massa- 
chusetts Institute of Technology, 
who, at the time, was assistant to 
the president of the American Lo- 
comotive Co. A part of his duty 
was to take care of the company’s 
advertising. He seemed to have 
a flair for it, or at least his friends 
apparently thought so, because 
four of them persuaded him to 


start his own agency and guar- 
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Bastord Exempilifies 
Age of Specialization 


anteed him their business. 


ws Three of Basford’s four original 
accounts are still clients of the 
agency. The missing one (Rome 
Iron Works) is no longer in bus- 
iness. The others are: The Lima- 


Hamilton Corp. (formerly the 
Lima Locomotive Works), the 
American Arch Co., and the 


Franklin Railroad Supply Co. 

Basford, initially, specialized in 
railroad supply accounts. In 1920. 
a young mining engineer joined 
the firm. He had graduated from 
Columbia University’s School of 
Mines and had gained experience 
and a reputation in mining exam- 
ination work. This young engineer 
was Roger L. Wensley. 

In those days there were only 
five or six men in the Basford or- 
ganization. When there was a job 
to be done everybody had to pitch 
in and help. Consequently, the 
young mining engineer learned the 
advertising business from the 
ground up. He did research, so- 
licited accounts, wrote copy, made 
layouts, bought engravings and 
printing, and selected media. 


ws Wensley secured three mining 
machinery accounts, two in Den- 
ver and one in San Francisco. In 
the Far West at the time there 
were no agency facilities to han- 
dle industrial advertising. Wensley 
serviced his accounts from New 
York but made trips to Denver 
quarterly and visited San Francisco 
semi-annually. 
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In the meantime, Basford | ad 
become president of the Locon o- 
tive Water Heater Co. and give 
less time and attention to his ag: n 
cy. Gradually he shifted more : nd 
more of the responsibility for m: n- 
aging it to Wensley. When B:s- 
ford died in October, 1925, Wens »- 
became president of the agency. 

He immediately went after now 
business, looking for more diversi- 
fied accounts. The agency’s ma)or 
problem had always been to ccn- 
vince advertisers that it was con- 
petent to handle accounts outs.de 
the railroad supply business, and 
it took some time for Wensley and 
his staff to break through that bar- 
rier. 


s How it was done is interesting 
and significant because it marked 
several new departures in agency 
practice. 

Wensley attacked the problem 
as an engineer. He secured the ser- 
vices of industrial specialists; he 
pioneered in industrial research 
to get the facts he needed before 
formulating his plans, and then 
he and his associates adopted or 
devised new marketing methods 
Men, research and methods formed 
the wedge that broke the barrier. 

With respect to men, Wensley 
established a policy which the 
agency has followed consistently 
ever since. Only men with an in- 
timate knowledge of a specific in- 
dustry or a specialized field of dis- 
tribution are added to the staff. 
This enables the agency not only 
to know its clients’ problems, but 
the problems of their respective 
industries. 


ws Mr. Wensley points out that the 
educational and temperamental 
requirements for success in “spe- 


by pretesting. 


folder! 


DIXIE TERMINAL ® 


®@ Successful national ad- 
vertisers using Burgoyne 
test cities for years are convincing 
evidence that you too can profit 


@ Burgoyne store panels in these 
representative cities will measure 
in advance the success of your new 
sales or advertising program. 


@ Pick out one or more Burgoyne 
test cities ... get our monthly au- 
dit reports . . . face Management 
with facts on your campaign. 


@ Write for our informative bro- 
chure today . . . a factual sales-test 


pretest it here 


SOUTH BEND 
@ Blue Ribbon Package 


...everything you nee for 
decisive tests is wrapped 
up in “Test Town, U.S A~ 


@ A perfect cross sec ion 
of America’s industrial: 
agricultural structure ... 
population in the Tra ‘ing 
Zone 433,028, in the “ity 
Zone 157,500. Circulat on: 
Total 98,844, City 7 one 
53,522. 


@ Economical test:..: 
one newspaper to buy . -- 
the SOUTH BEND T Ib 
UNE saturates its ma «el 
No competing newsp p¢' 
circulation . . . milline ‘ale 
lower than national «vt 
age. 


Burgoyne rocery & Drug LF 
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ci lized market” advertising are 
di‘ferent from those required for 
ge: eral advertising. 

fen with professional training 
an proclivities frequently find it 
a congenial vocation because, he 
observes, “it embraces more than 
advertising, which is only one of 
many tools used by the modern 
specialist in specialized market- 
ing Research, market analysis, the 
compilation and use of technical 
data for new types of sales pro- 
motion, and numerous other mod- 
ern marketing tools are sometimes 
nore important for the solution of 
, client’s problem than the use 

f advertising space in publica- 
‘ions or of time on radio and tele- 
yjsion. 

“Moreover,” Wensley adds, “spe- 
jalized marketing presents many 
difficult problems which challenge 
und stimulate the intelligence of 
professional men, and which often 
sive them unusual opportunities 
o do creative work of lasting 
value. That is one of the reasons 
yhy many of the young men who 
have entered the Basford organi- 
bation remain with the firm.” 


The men closely associated with 
Wensley bear out his words. In ad- 
ition to the president, nine of- 
icers and department heads of 
Basford Co. have an average ser- 
fice record of 20 years with the 
gency. Included in this group are: 

W. G. Greene, controller and 
kecretary-treasurer; Eugene Heif- 
fel, vice-president and art director; 
W. S. Leech, vice-president and 
anager of the Cleveland office; 
J. F. Mulhall, vice-president and 
pccount manager; Fred Adams, 
rice-president and account man- 
per; Leo P. O’Reilly, assistant 
reasurer; E. S. Pattison, vice-pres- 
dent and account manager; W. H. 
Schink, media director; G. J. Sher- 
jin and H. C. Silldorff, vice-pres- 
ients and account managers. 

A unique fact about the Basford 
gency is that it has no copy de- 
artment. The individual account 
anager is responsible for copy. 
iometimes he writes it himself, 
pmetimes it is written by the con- 
act men working on the account, 
t by other members of the staff. 


For example, when a client pre- 
ents a marketing problem, a plans 
bard, consisting of the account 
lanager, the account contact men 
ind other technical specialists, is 
onvened to discuss the matter and 
(rmulate a plan for solving the 
problem. 

The board is flexible in the way 
‘is set up and can be enlarged 
br reduced in size as occasion war- 
ants. The men composing it vary 
‘ith the product, its markets, and 
's sales channels. 

The group’s plan is then re- 
lewed, and either approved or 
turned with recommendations, by 
he company’s executive commit- 
te, composed of Messrs. Wensley, 
patti on, Silldorff and Greene. 
bor. final approval by the client 
he plan is executed under the di- 
“ction of the account manager. 
The application of specialized 
nd organized knowledge to each 
“en's problems is the crux of 
basi rd’s method of operation, and 
*ple ns why it has always been 
far he top among the 25 leading 
genc es in the amount of space 
‘ace. in business papers. It ranked 
urt in 1947 and 1948 with 9,043 
nd 657 pages, respectively, in 
‘€ t_bulations made annually by 
du. rial Marketing. 


The agency is compensated for 
S sccvices in one of three ways: 
‘) a a monthly fee basis; (2) 
’ te usual 15% agency fee on 
mn issionable space; or (3) by 
‘or bination of the two. 

The method of billing depends on 
‘€ individual needs and problems 
nh account. 

© 33 accounts serviced in New 
oy Basford, and the nine ser- 


viced by its Cleveland office, are 
among the so-called blue-chip in- 
dustrial companies of the country. 
Most of them have been Basford 
clients for many years. They in- 
clude Air Reduction Sales Co., 
General Electric’s apparatus and 
construction materials divisions, 
Otis Elevator Co., U. S. Industrial 
Chemicals Co. (industrial divi- 
sion), American Type Founders 
Sales Corp., Elastic Stop Nut Corp. 
and others. 


Plans New Monthly Magazine 


A monthly magazine, Midwest 
Panorama, will be launched in 
Minneapolis Dec. 1 by Midwest 
Publishing Co. The new publica- 
tion will cover civic character- 
istics, recreational facilities, out- 
standing personalities, organiza- 
tions and industries in Minnesota, 
the Dakotas, and western Wiscon- 
sin. 


WLAN Promotes Hymes 


John D. Hymes, formerly assist- 
ant manager and commercial man- 
ager, has been named manager of 
Station WLAN, Lancaster, Pa. 


~ 18,000 yards of carpeting 


... were purchased as one phase of 
a modernization program at the 
Rice Hotel in Houston recently. 

In the average year, hotels buy 
$19,159,000 worth of carpeting 
and carpet padding for guest 
rooms alone. 

To reach the leading executives 
in this market, use: 


“HOTEL Yours 


FOR MORE INFORMATION: 


NEW YORK 21, N.Y. 
Warren Thompson Mayers Co. 
130 East 61st Street 


CHICAGO 1, ILLINOIS 
O. A. Feldon & Associates 


WEST COAST 


185 N. Wabash Avenue 


Published by JOHN WILLY, Inc., EVANSTON, ILLINOIS 


Simpson-Reilly, Ltd., Seattle, 
Los Angeles, San Francisco 


“THOTEL 


tnt 
ae 
voluntary 
paid circula- 
tion in the 
hotel industry 


2nd of a series... 


55 


stores today... it’s one of the most effective selling stories any 
manufacturer or merchant ever heard ... The daughters of 
prosperous farm families go away to school, learn better modes 
of living, are no longer content with the simpler standards of 
the farm... convert their families to better housing, furnishings, 
decorations, greater comfort and convenience... And the family 
isn’t so hard to convert these days—because after ten years of 
unprecedented farm prosperity, there’s money in the bank to 
spare for the women’s wants... The revolution in farm living is 
on, offers unimaginably large new markets for manufacturers and 
merchants who can supply the prosperous farm family... And how 
prosperous that family is—may be better realized by the fact that the 
million SF subscribers in the 15 Heart states have higher income than 


the high area average . . . far exceed the national farm norm. 


Farmer’s daughter story. oe! 


It’s being told in the sales receipts in hundreds of Midwest 


You better not miss! ... the market in this single magazine— 


larger than the quality market for home furnishings in the whole 


country pre-War!...And you will miss it, if you hope to sell this farm 


bloc of buying power through general media which reach only the edges 


... cannot substitute for SuccessruL FARMING comprehensive coverage! 


Satisfy yourself as to the reasons why—ask any SF office for the facts! 


... Des Moines, New York, Chicago, Detroit, Cleveland, Atlanta, San 


Francisco, Los Angeles. 


SUCCESSFUL 
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Chance in ‘Jamboree’ 
Discussed By Jurist 

To the Editor: “Creator of 
‘Bank Night’ Offers New Gim- 
mick for Movies.” So reads the 
title of an article in your issue of 
Sept. 12—the gimmick being a 
“Jingle Jamboree” planned for sale 
to movie houses. 

Permit me to suggest that “Bank 
Night” was not “dreamed up” in 
Chicago by one Lester F. Martin, 
the promoter of “Jingle Jam- 
boree,”’ as you imply, but in Colo- 
rado by two employes of Fox 
movie interests...that “Bank 
Night,” a notorious promotion that 
collected royalties on bogus “ex- 
clusive rights” and came to be 
recognized as a lottery in most 
jurisdictions, admitted the ele- 
ments of prize and chance but 
camouflaged the element of con- 
sideration and denied its presence 
...and that “Jingle Jamboree,” 
while admitting the elements of 
prize and consideration, camou- 
flages and denies the element of 
chance. The “Jamboree” is a 
closed-participation game in that 
the payment of money is a con- 
dition precedent for each chance at 
the prize ... The element of prize— 
$94,000 each week—is obvious. 

As to the element of chance, I 
have the following comments: 

1. The winning entries are selec- 
ted by PPAs (professional prize 
awarders), who contract at somuch 


ag * 


per entry to pick from a million 
entries 1, best; 2, second best; 3, 
third best, and sometimes down to 
500 tenth bests; in other words, to 
locate in a batch of entries the 
ones that fit exactly any five or 
ten story prize patterns the sponsor 
orders. 

2. If selection is made at will, 
or the caprice of the promoter, to 
the acceptors this is pure chance... 
If selection is made on “original- 
ity,” “sincerity” and “aptness,” or 
other elements of literary style, 
some skill is introduced and selec- 
tion becomes a matter of mixed 
chance. 

3. Federal laws, though unen- 
forced, bar from both the mails 
and the radio, the distribution of 
prizes by chance, whether the dis- 
tribution is “wholly” or “in part” 
by chance. : 

4. In these high stakes games the 
percentage of sophisticated ac- 
ceptors is about 1%, the unsophis- 
ticated around 99%. 

5. The sophisticated include pro- 
fessional “contesters,’ students of 
“contesting,” copywriters and a 
few others. 

6. If the winning entries are 
really selected on a skill basis, the 
sophisticated are aware of many 
factors of which the unsophisti- 
cated are entirely ignorant. For 
example: “contest technique,” “rat- 
ing scales,” “rating scores,” and 
the “Rule of Three.” 
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e publish two good newspapers 


.. they are read by virtually every 


family in and around Louisville. 


e sell advertising space at 


reasonable rates. 


It produces sales. 
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~ THE LOUISVILLE TIMES - 


335,585 DAILY © 268.044 SUNDAY © REPRESENTED NATIONALLY BY THE BRANHAM CO. 


This department is a reader’s forum. Letters are welcome. . 


7. The first part of this rule is 
“Know Your Judge,” which means 
that an acceptor should know or 
study the personal preferences, 
likes and dislikes, whims and 
whimsies of the PPA who is han- 
dling the job, as well as to be 
familiar with “jingle science” in 
general. 

8. Besides, in this class of 
schemes, the entries are graded by 
rating scales which violate a con- 
tract law because such. scales are 
omitted from the advertised offers 
to the public. 

9. Such things as “originality,” 
“sincerity” and “aptness” are in- 
visible, intangible and incapable of 
being weighed or measured. They 
exist only “in the mind’s eye,” and 
since no two such eyes see exactly 
alike, the selection of winners in 


‘close competitions for the big 


prizes is determined by the PPA’s 
personal preference or opinion. 
Another equally competent PPA 
might well fit the prize pattern 
with different entries. 

10. Therefore, on a skill basis, 
the prizes go to the sophisticates 
who know the inside of “contest- 
ing” and are able to slant their en- 
tries to please the PPAs. Among 
these it is largely a matter of luck 
or chance as to who will win. In 
the meantime, the poor suckers 
who buy 99% of the chances and 
therefore get hooked for 99% of 
the prizes, the overhead and the 
profits of the enterprise never get 
within sight of the money. They, 
as the advertisers, promoters and 
the PPAs well know, are merely 
investing in “blue sky.” 

FRANCIS EMMETT WILLIAMS, 
Judge of the Circuit Court, St. 
Louis. 
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Says Superlatives, Long Copy 
Menace Ad's Effectiveness 


To the Editor: Herewith is a list 
of word “communists” that are 
menacing the United States of ad- 
vertising. Some of our best “citi- 
zens” have been taken in by them 
and others are falling in line. The 
FBI of advertising which is com- 
posed of leading advertising pub- 
lications, such as ADVERTISING AGE, 
should, perhaps, step in and at 
least attempt to lay these sub- 
versives by the heels. 

Among the worst of the lot are 
comrades Amazing, Stupendous, 
Gigantic, Terrific, Mammoth, 
Greatest-Sale-in-Our-History, Co- 
lossal, and all down the line of 
blustering and meaningless (in ad- 
vertising) adjectives, with mean- 
ingful verbs waiting to do a better 
and more fruitful job. 

It seems to me it is up to adver- 
tising writers to clean up this mess 
and help to give to advertising the 
prestige and dignity which it 
should have. 

I venture that a given advertise- 
ment without a single adjective in 
it, run along side of one full of 
them, will outpull the blustery one, 
the rest of the copy being identical 
in every other respect. 

A writer who understands per- 
fectly the basic laws of successful 
advertising does not need to de- 
scend to bombast, which is another 
word for insincerity. 

We in advertising like to be 
called professionals rather than 
business men, just as undertakers 
like to be called morticians. Pro- 
fessional men of good reputation 
and standing not only advise their 
clients what to do but quite as of- 
ten what not to do. Local adver- 
tisers, in particular, need to be 
carefully guided and not exploited 
as many of them are. 

With the command of language 
which advertising men are sup- 
posed to have, they don’t need the 
help of communistic words. 


They’ve got better and stronger 
ones for every place where the 
right word is needed. The fact 
is that a lot of copywriters are 
lazy and careless. One has to think 
twice for the right word and with 
his command of language he does 
not need to think long. 

Then, too, brother copywriter, 
slash your copy. Cut it down and 
cut those words that sound so 
good to your ears. Sonorous, mel- 
low, smooth. You’ve really written 
a beautiful thing. Never mind. Cut 
it short. Do you know that many 
educated people stumble and stut- 
ter over even an ordinary passage 
as if they had not been to school? 

There is a lot more on my chest, 
but I just got through saying, 
“cut it short.” 

HERBERT STALKER, 


Flint, Mich. 
* +. * 
June Dairy's Butter Ads 


Stress Value Over Price 


To the Editor: All too often the 
price of a premium quality pro- 
duct is brought into direct and 
unfavorable comparison with 
brands of inferior standards. 

June Dairy butter, certified U. 
S. Grade AA, is an example. We 
can either apologize for its slightly 
higher cost, or we can justify it. 

Since there is absolutely nothing 
to apologize for, regarding this 
finest of all butters, we are em- 
ploying our promotion funds in an 


CHURMED FROM FRESH SWEET CREAM 
Certified for excellence by the US Government, une Dairy 
ts your best buy im busier The U S Grade “AA” on the carton 
means thet June Dery Bunter « unsurpassed for quality Vet 
the average retanl price for June Dany quarters 6 only 2 vonghe 
CEM More than ordinary wngs wded Drands 


enes a 
to welt that bene Dnory Sweet Cream Bur 
tat i» shways Gow) Coritied Grade “AA 


effort to educate the public to rec- 
ognize the difference between but- 
ters, and to be guided by value in- 
stead of price. 

The enclosed advertisement is 
part of a campaign appearing in 
major metropolitan newspapers. 
The wording has been authorized 
and approved by the U. S. Depart- 
ment of Agriculture. It tells the 
facts as they exist. 

Louis SOBOL, 

Advertising Manager, June 

Dairy Products Co., New York. 


Says Productive Ad Rate 
Isn't ‘New’ Market Factor 


To the Editor: I note in your is- 
sue of Nov. 14 the item that Com- 
munity Research Bureau has “in- 
troduced a new market factor”... 
the productive advertising rate... 
defined as a “new market index 
figure which interprets the rate 
in terms of money reached, or the 
cost of one inch of advertising to 
reach a million dollars in spend- 
able income by the families actu- 
ally covered.” 

This is a very useful measure, 
but hardly one that could be in- 
troduced as “new.” In 1939, I made 
an unpublished study for the Chi- 
cago Times in which this means of 
measurement was used. In this 
case, it was applied to the circula- 
tions of various Chicago newspa- 
pers, as estimated by income 
groups. 

Since that time that factor has 
been regularly employed by us in 
our analysis of trading areas for 
our various retail clients. In these 
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instances determination of ‘ne 
stores’ own retail trading ar :as 
has been established. Estimz tes 
of the purchases of the resident: in 
the areas for the types of merch: n- 
dise sold by the stores have b: en 
established, and then media coy »r- 
age calculated on the basis of ‘he 
sales dollars of the stores’ own ; o- 
tential reached. . 

This method of measurement is 
just as useful in a highly develo; eq 
metropolitan area as in the ruva| 
communities to which it was ip- 


Advertising Manager Salisbury Times 
Salisbury, Md.” 


They call us 
The SELLSBURY TIMES 


@ When the Salisbury Times 

joined the Brush-Moore group] 
in 1937, we printed and sold 
about 3,000 copies a day. Our 
last A.B.C. statement showed 
over 15,000. This circulationjjn 


Eastern Sho’men. 


@ Here is how the phrase, 
“The SELLSBURY Times” 
came about. Instead of selling 
our local friends an occasional 
ad, we started selling continu- 
ous schedules — some of them 
14 lines, 5 days a week. None 
of the copy would win a 
Harvard award, BUT, boy — 
how those continuous sched- 
ules stepped up sales! 


@ Our local friends started 
kidding about the SELLS-#F 
BURY Times. Small concerns 
spread out. Then people started 
to drive many miles to visit 
our stores. Circulation started 
to climb. Manufacturers started 
opening new plants here. 

@ One thing we have learned 
— circulation comes to the 
publisher who prints plenty of 
news about people and who |s 
smart enough to sell merchants 
and national advertisers on the 
importance of continuous 
schedules. 


@ Our feed bill for chickens 
alone runs $1,000,000 a week 
Most of these bucks stay right 
here in this lush market. 

@ My time is your time whe 
you want something done ! 
Salisbury. 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD STAR 
@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, !"¢- 
© MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REV ‘W 


@ PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


"BRUSH MOOK 
NEWSPAPERS 


ANTON ONIO 


covers the compact city andi 
close-in trading area of 125,000) 
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way other than the fact that when 
I first took charge of Brand Names 
Foundation, it had a public rela- 
tions counseling contract with the 
institute, which was very soon dis- 
continued. 

At one time or another, the in- 
stitute had some very good men 
associated with it, but I never had 
any connection with that organiza- 
tion. Perhaps you would like to 
footnote a correction some place. 

Henry A. ABT, 

President, Brand Names Foun- 


8, 1° 40%. dvertising Age, November 28, 1949 

»f tnefgp ied by the Community Re- 

ar -asf_ search Bureau. 

time ‘es We have also used this method 

ient: iy 0! evaluating magazine circulation 

rch: pn. fc: certain of our manufacturing 

re bien c ents in the development of spe- 

cov r.[_ clic local market potentials. 

: of ‘he JOSEPH H. WHITE, 

wn } 0- ‘foseph White & Associates, 
Chicago. 
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fg - ‘American’ and ‘Redbook’ 

vas .p.gcile Newsstand Gains 


‘fo the Editor: Regarding your 
piece “Audit Bureau Shows 
Changed Newsstand Sales for 
Magazines” on Page 38 of the Nov. 
14 issue of ADVERTISING AGE... we 
wonder how you happened to over- 
look Redbook, which had the fifth 
largest percentage gain of the 24 
leading newsstand sellers. Of those 
magazines mentioned in your piece, 
only three had a larger percentage 
increase than Redbook... 

We hope after the first of the 
year to have some additional good 
news on our circulation, and will 
certainly keep you informed. 

Don Curtiss, 
Director of Promotion, Red- 
book Magazine, New York. 


— 


To the Editor: I was interested 
in reading the article in the Nov. 
14 ADVERTISING AGE on the gains 
and losses of magazine newsstand 
‘sales for the first six months of 
this year. Since this is a subject 
of such great interest to buyers of 
space these days, the thought oc- 
curred to me this analysis might 
well have been extended beyond 
the 15 magazines with the largest 
newsstand circulation. 

For example, had the article 
gone a step further it would have 
ncluded the American Magazine, 
which also has a good record. Dur- 
ing the period of January through 
June, our newsstand sales had an 
verage gain of somewhat better 
han a half of 1%, which was suf- 
icient to show a sustained inter- 
st in our magazine during a pe- 


MES 


ry Times 
re group 
and sold 
day. Our 
_ showed 
reulation 
city and 
of 125,000 


| phrase, 

Times” 
of selling 
ccasional 


gee id when the general trend 
sk. Nonempeemed to be in the other direc- 
win aggpon. 

’, boy —§ For succeeding months, how- 
s sched- ver, our record is even more grati- 
! ying. Final estimates of news- 
; started™tand sales show July was up 3%, 
SELLS-#Pugust 4.9% and September 3.2%. 


H. E. Coie, 


concerns 


le started] Western Advertising Sales 
- a Manager, American Magazine, 
m starte s 
rs started Chicago. —— : 
hare. Mr. Cole is right. The article was 
al estricted to the first 15 and there- 
; _ ore did not comment on other 
plenty of publications with newsstand gains, 
d who isch as American Magazine, Red- 
nerchantsgp°°k, Popular Science Monthly, 
srs on thergosy and many others. 
ntin uous e = e 
chi-kent’ C- Publisher Otters 
a weekf@e Help End ‘Skulduggery’ 


stay righ] To the Editor: I would like very 


ket. nue: to have several tear pages 
me whe tt e story you carried in your 
done im™0v. 7 issue titled: “North Carolina 


sher Told Billing Tricks.” 
I m not a subscriber to your 


+) ub! ‘ation but a friend sent me a 
1p} ng of your story. 
‘ORY I\ ish to do all that I can to put 
RALD STAR BEN © d to such vicious skulduggery 
nt! s neck of the woods, and the 
by far »ages from your publication 
ny, ine Pl be helpful because of the 
fés'\ ge it carries above the 
! Tea hing of a hometown boy who 
REV &W hos 


to be a publisher and printer 


AES d of becoming a lawyer or a 
or something. 

by Mayon Sennen 

pany jlisher, Parker Brothers 


Pp 
In , Ahoskie, N. C. 
a . a 


Vever With PR Institute 

_+© the Editor: ADVERTISING AGE, 
1, Page 4, listed me as a one- 

' member of the Institute of 
‘ Relations staff. 
‘eone misled your reporter. 


dation, New York. 

P. S. Bill Kostka, whom you also 
list in the story, has his own pub- 
lic relations firm in Denver, I be- 
lieve the one and only public re- 
lations enterprise in that city. 

H. A.A. 
eo. 


Looking Ahead Gets Okay 


To the Editor: Don’t overlook an 
important opportunity to teach 
Future Mr. and Mrs. America the 
name of brand, service or quality 
of your product. They are your 
1965 customers. Building good will 


is building business now or for the 
future. It’s human. 

Hence I don’t agree with Mr. 
Weinman. I definitely like it. 

J. H. McNEIL, 

Lewis Mfg. Co., Bay City, 

Mich. 

Mr. McNeil refers to a letter 
(AA, Nov. 14) suggesting that re- 
cent ads, illustrating juvenile pat- 
ronage of oil stations, seem to in- 
dicate that business is slow for 
service men. 

ee © @ 
West Coast Facts of Life 
Reported in New Book 

To the Editor: You might be in- 
terested in knowing some of the 
facts of life on the West Coast. 

“People, Jobs and Income on the 
Pacific Coast, 1949-1960” has just 
been released by the Pacific Coast 
Board of Intergovernmental Rela- 
tions. The report shows that the 
West Coast is entering a new eco- 
nomic era in which the factors de- 
termining future growth will be 
different from those of the past. 
Economic gains and losses of the 


Pacific Coast area during the 1940s 
are spelled out, while the size and 
nature of future economic develop- 
ment are presented in some detail. 

Most significant for business 
people is the solidly founded con- 
clusion that growth and develop- 
ment in the three Pacific Coast 
states will account for % to % of 
the total national gain in popula- 
tion, families and housing from 
1949 to 1960. Carefully developed 
estimates indicate that the states 
of California, Oregon, and Wash- 
ington together will have be- 
tween 17 million and 19% million 
population by 1960. 

Prospective increases in employ- 
ment, income payments, and mar- 


57 


kets also are analyzed. Industries 
expected to expand most rapidly 
in California and Oregon during 
the 1950s are listed together with 
those which will probably show 
more moderate rates of growth. 
STANLEY CROOK, 
Secretary, Pacific Coast Board 
of Intergovernmental Rela- 
tions, San Francisco. 
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COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 


by Burn-Smith Co 


Inc 


in quantities 


FOR ALL PURPOSES 


Shorp, clear, crisp! Prompt Delivery’ 


8x10 genuine glossy photos 


EASY CHART—Size 8x 10 


—a——- MATIC CO. 
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53-59 E. Illinois St. 


Chicago 11, Illinois 
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commercials of the Minnesota Mining & Manufacturing 
Company produced by The Jam Handy Organization for 
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elevisuals 


Outstanding in entertainment value are the television 


Batten, Barton, Durstine & Osborn, Inc. 


Skilled in the techniques of blending high entertainment 
-values with strong commercial selling, we are prepared 
to help progressive advertisers and agencies to keep 

in the forefront of those making effective use 


of television for business purposes. 


PRESENTATIONS «+ 


TRAINING ASSISTANCE « 
NEW YORK 19 WASHINGTON D.C.6 PITTSBURGH 22 DETROIT 11 


> i RRR 


SLIDE FILMS «+ 


Bes 


JAM HANDY 


TELEVISUALS « 


MOTION PICTURES 


DAYTON 2 CHICAGO 1 


— for Televisvals 


LOS ANGELES 28 


SLE cy Goan 
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Toronto Papers Raise Rates 


The three Toronto dailies have 
announced rate increases. Effec- 
tive Jan. 2, Toronto Daily Star will 
raise its rate to 48¢ per line flat 
for general advertising and 60¢ for 
financial advertising. On Feb. 1, 
Globe & Mail’s general rate will 
be increased to 48¢ and financial 
advertising will be 65¢ per line. 
The Telegram, which has been on 
a graded scale, will have a flat 
rate of 42¢ per line for general and 
55¢ for financial advertising. 


Bangor Gets Sunday Paper 


The Sunday Commercial, Bang- 
or, Me., first Sunday newspaper in 
eastern and northern Maine, made 
its appearance on Nov. 27. Russell 
H. Oeters and James D. Ewing 
are co-publishers of the Bangor 
Daily Commercial, which will drop 
its Saturday editions. 
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Recent Study of Canadian Magazine 
Audiences Highly Praised by Perry 


New YorK—‘“Advertisers and 
agencies now have an audience re- 
port produced under the sdme kind 
of industry-wide control” as circu- 
lation reports by Audit Bureau of 
Circulations, according to N. Roy 
Perry, chairman of the Magazine 
Research Group of Canada. 

Commenting on the _ recently 
completed audience study of 11 
magazines in Canada, before the 
Media Men’s Association of New 
York, Mr. Perry said, “This may 
mark the beginning of a new era 
in the collection of data on pub- 
lications—a step of greater sig- 
nificance to advertisers, we think, 
than anything that has happened 
since the first circulations were au- 
dited by the ABC.” 


a Mr. Perry, who is business man- 
ager of Maclean’s Magazine and 
Chatelaine, reported the recent 
study “was received with more 
enthusiasm and appreciation than 
any research report yet presented 
on behalf of any medium in Can- 
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Pointing out that the study sup- 
plied additional data not provided 
by the Audit Bureau, Mr. Perry 
said it “reveals not only the total 
number of readers of a publica- 
tion, or groups of publications, but 
tells how many are in various 
classifications such as sex, age, 
economic levels, etc.” 

The study was prepared jointly 
by the Advertising Research Foun- 
dation and the Canadian Advertis- 
ing Research Foundation. Canadian 
Facts Ltd., Toronto and Montreal, 
conducted the field work. Alfred 
Politz Research, New York, de- 
veloped the sample and aided in 
other ways. 


Sets Wallpaper Month Date 


April, 1950, has been designated 
as Wallpaper Style Month by the 
National Wallpaper Wholesalers’ 
Association. Mailings to retailers 
by all wholesalers will promote the 
event. In addition, the Wallpaper 
Institute will issue a newspaper, 
“Wallpaper Bulletin,” which will 
outline detailed promotional plans 
and show illustrations of the ma- 
terial available. Supplementing 
this will be a trade publication 
campaign. 


Two Appoint Haehnle Agency 


Haehnle Advertising, Cincinnati, 
has been named to handle the 
advertising of O. P. W. Corp., 
Cincinnati, manufacturer of valves, 
fittings and assemblies for the oil 
industry, and the Henders Tire 
Changer division of Big Four In- 
dustries, Cincinnati. 


Freiberger Names Thomas 


Kent Thomas, account executive, 
has been named vice-president of 


Curt Freiberger & Co., Denver. 


SOUTH BEND IS A MARKET— 
NOT JUST A CITY— AND 


WSBT COVERS IT ALL 


South Bend is one of the biggest, richest, 

and most responsive markets in America. Its 
heart is two adjoining cities — South Bend 

and Mishawaka — with a combined population of 
157,000. The entire South Bend market 

contains more than half-a-million people. In 


1948, retail sales were over half-a-bz//ion dollars! 


WSBT — and only WSBT — gives you 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON—Department store! 
sales for the week ended Nov. 12 
were 9% below the dollar volume 
of sales during the corresponding 
period last year. 

Eastern, southern and West Coast 
sales were slightly higher than the 
average for the U.S. However, re- 
tail buying in the remainder of the 
country was down. 

Sales in the weeks immediately 
preceding Thanksgiving have been 
ower in each year since the end 
of the war. Consumers are no long- 
er doing as much early shopping 
as in the days of shortages. 

In addition, during the week 
ended Nov. 12, many northern 
states experienced unusually warm 
weather. 

Largest district loss during the 
week was the 15% decline reported 
by the Cleveland area. Largest 
loss reported by any city was the 
24% drop in Memphis, followed 
by 22% losses in Little Rock and 
Duluth-Superior. 


% Change frem 1948 

Week Ended 

Federal Reserve Oct. Nov. Nov. 
District and City 29 5 12 
UNITED STATES ........... — —) 
Boston District 1 2 
New Haven 3 -—9 


IE. sinsisiicenvi 1 4 
IE ee —7 —4 
0 o —l 
New York District — -—3 
ee —o -3 —l 
Buffalo ........ —5§§ -5 —-6 
New York —o -—5 -—3 
eee —10 —l —4 
IIE. stlnanescsenssnasevense? 9 246=« 3 
Philadelphia District . —iIl —2 —4 
Philadelphia ......... = —2 —4 
Cleveland District —38 —15 
a —2 —ll1 
Cincinnati 3 —14 
Cleveland —3 —15 
Columbus 10 ° 
SEED. cassencece —6 —20 
Pittsburgh .. —7 —18 
Richmond District ........ —* 4—4 
Washington ” —3 8 0 
Baltimore ......... —12 2 —8 
Atlanta District =—? re —8 
Birmingham —21 -—8 —19 
PES 186—7 —9 
PO . —12 5§ —5 
New Orleans ................ 3 133 —4 
i ETRE —14 r—1 —I17 
Chicage District at r2 —12 
Chicago ......... —3 5 —12 
Indianapolis 2 1 4 
> =e —5 -—5 —14 
Milwaukee .................... —2 —5 —18 
St. Louis District ............ a) rs —l4 
Little Rock ns 1 —22 
Louisville 8 —10 
St. Louis ......... 4 —11 
eS 0 —24 
Minneapolis District .... 0 1 —13 
Minneapolis ................. 2 0 —tili1 
Se) Fa —1 4 —16 
Duluth-Superior ......... —9 -—6 —22 
Kansas City District... —4 —2 —I4 
| See —ll —5 —16 
, Ea 8 —6 —16 
aa —2 —2 —13 
A EEE —ll —2 ° 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


: Week to Nov. 12, '49* p315 


Week to Nov. 5, ’49* ..314 
Week to Oct. 29, ’49*..298 
Week to Nov. 13, ’48* ..346 
Week to Nov. 6, ’48* ...320 
Week to Oct. 30, 48* ...319 


pPreliminary. 
*Not adjusted seasonally. 


ce 3 


Oklahoma City ........... 1 2 — 
IG identi ieiedtintineieemeeaeenn —o9 —7 --18 
Dallas District 6é —i —-8 
Dallas .......... —1 1 —9 
Fort Worth 1 5 -6 
SS ae eee —4 —2 —8 
San Antonio ................ 46 5 —4 


San Francisco District .. 
Los Angeles Area ..... 
Oakland 
San Francisco ... 
Portland 
Salt Lake City 
Seattle 


rRevised. 
*Data not available. 


Pennsylvania Plans 
Tourist, Industrial Drives 


Emphasis on industrial and com- 
mercial developments now taking 
place within the State of Pennsy!- 
vania will be used as themes for 
both tourist and industrial adver- 
tising during the next biennium 
by the Commonwealth of Pennsy]- 
vania. An expanded advertising 
budget of $450,000 for promotion 
in national circulation papers and 
magazines only will be used to 
attract both additional tourists and 
interested industrialists. None of 
the funds will be used for in- 
ternal promotion but will be di- 
vided equally between tourist and 
industrial advertising. 

Tourist advertising currently is 
being placed in newspapers and 
national consumer magazines by 
Benjamin Eshleman Co. and Gray 
& Rogers, both in Philadelphia. 
Ketchum, MacLeod & Grove, Pitts- 
burgh, is placing industrial adver- 
tising. 


Dickinson Names Cole 


Arthur P. Cole has been named 
sales promotion manager of John 
Dickinson & Co. (Canada), Ham- 
ilton, Ont. He will assist the Cana- 
dian organization in sales and cus- 
tomer service for the specialty pa- 
per products manufactured in the 
factory in Hamilton and England. 
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service works like that in the production of your adverti:- 


Notice the wondiestel way 


ing. It unifies and synchronizes the skilled actions of producing fin: 
Typesetting, Engraving and Printing. It keeps production thumbs an‘ 
fingers where they belong — together. Try Faithorn 3-in-] service onc* 
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.dvertising in the Test Stage 


Department Stores 
Demonstrate ‘New’ 
Coffee Extractor 


CuHICAGO—With department store 
denonstrations and local newspa- 
per advertising getting the major 
emphasis, the Filtron cold water 
coffee extractor is being introduced 
to Peoria, Ill., and Chicago house- 
wives by Helmco Inc., Chicago 
manufacturer of soda fountain ac- 
cessories. 

The Filtron, which Helmco 
boasts “outmodes every present 
coffee maker,” is the company’s 
first consumer product. It is pro- 
ceeding slowly with the present 
test and probably won't expand 
distribution of the Filtron until 
after the first of the year. 

Helmco has obtained patents 
covering the coffee extractor, 
which, though designed and labo- 
ratory tested a decade ago, was 
given no promotional push. Mar- 
shall Field & Co. sold Filtrons here 
before the war and again is dem- 
onstrating them in its State St. 
sore, five days a week. Filtron 
also is getting a buildup through 
participation twice weekly on the 
‘Hi, Ladies” video show on WNBQ. 


s Helmco introduced the Filtron 
in the Peoria market with a 
large display ad in the Nov. 11 Star 
and Journal, and Block & Kuhl, 
which is conducting demonstrations 
three days a week, is using follow- 
up newspaper copy. Distribution 
has been limited thus far to less 
than a dozen other Peoria stores. 
The extractor, which retails at 
$19.50, is a three-piece unit. The 
iddle bowl takes a pound of cof- 
ee; cold tap water is added to the 
upper bowl and, within a 9 to 12- 
hour period, the coffee extract fil- 
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COLD WATER PROCESS—Helmco inc., 
Chicago, used this newspaper ad to 
launch a test campaign for its Filtron 
coffee extractor in the Peoria, Ill., market. 


Filtron-made coffee in the re- 
frigerator, “you are ready for the 
largest crowd or a single unex- 
pected guest,” the company says. 

By using the cold water method, 
Helmco contends, the consum- 
er avoids the waxes and acids 
which are soluble in hot water, 
and retains the aromatic oil which 
partly escapes when coffee is 
boiled. The extract may be used 
much as instant coffee is pre- 
pared, adding only hot water. 
Shrout Associates is handling 
the Filtron account. 


Four Appoint Scantlin 

Scantlin & Co., Chicago, has been 
named to handle the advertising 
of Admatic Projector Co., Chicago, 
automatic slide projectors; Amer- 
ican Hydraulics Inc., Sheboygan, 
Wis., hand and power grinders; 
Rite-Way Lift Co., Berwyn, IIL, 
lifting device for outboard motors, 
and Snap Products Corp., Chicago, 


ers into the lower bowl. With 


faucet repair kits. 


National Nielsen-Ratings of Top Radio Shows 


Week of Oct. 16-22, 1949 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
ENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,692) (9.4) (+0.2) 

1 1 ro. 2. TTT TTT 10,252 26.1 +4.2 
2 2 Jack Benny (CBS, Lucky Strike) .............4.. 9,035 23.0 +2.8 
3 4 Arthur Godfrey's Talent Scouts (CBS, Lipton) ....7,738 19.7 +19 
4 6 My Friend, Irma (CBS, Lever Bros.) ............ 7,621 19.4 +2.8 
5 3 Charlie McCarthy (CBS, Coca-Cola) ............ 7,188 18.3 —0.4 
6 5 Amos ‘n’ Andy (CBS, Lever Bros.) ............. 6,678 17.0 —0.2 
7 ll Mystery Theater (CBS, Sterling Drug) ............ 6,442 16.4 +12 
8 9 Fibber McGee & Molly (NBC, S. C. Johnson) ...... 6,246 15.9 —04 
9 8 Inner Sanctum (CBS, Emerson) .............4.. 6,167 15.7 —0.7 
10 7 Bob Hope (NBC, Lever Bros.) ...........00e005s 6,048 15.4 —Lil 
l 13 ED ch in take nb aed e pine s.ee 5,931 15.1 +0.1 
12 12 People are Funny (NBC, Raleighs) .............. 5,931 15.1 +0.1 
13 14 Mr. & Mrs. North (CBS, Colgate) .............. 5,617 14.3 0.0 
14 10 Me CU WHINE Svc ccc ccccccccccescs 5,578 14.2 —17 
15 22 Walter Winchell (ABC, Kaiser-Frazer) ............ 5,460 13.9 +0.9 
16 16 F.B.1. In Peace & War (CBS, P&G) ............ 5,460 13.9 0.0 
17 29 Mr. Chameleon (CBS, Sterling) ................ 5,460 13.9 +15 
18 24 Day in Life of Dennis Day (NBC, Colgate) ........ 5,381 13.7 +10 
19 30 Great Gildersleeve (NBC, Kraft) ................ 5,342 13.6 +13 
20 26 Hallmark Playhouse (CBS, Hall Bros.) .......... 5,303 13.5 +0.9 

VENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,593) (6.6) (0.0) 

1 2 Ba ckwah dusiscedecae es 4,399 11.2 0.0 
2 1 Counter Spy (ABC, Pepsi-Cola) ..............5. 4,242 10.8 —0.7 
3 3 Lone Ranger (ABC, General Mills).............. 4,085 10.4 —0.1 
EEK DAY (AVERAGE FOR ALL PROGRAMS) (1,964) (5.0) (—0.1) 
l 1 Arthur Godfrey (CBS, Liggett & Myers) .......... 3,889 9.9 —0.1 

2 2 Arthur Godfrey (CBS, Nabisco) ..............4. 3,417 8.7 +0.4 
. > Romance of Helen Trent (CBS, Whitehall) ........ 3,182 8.1 +0.1 
4 5 Aunt Jenny (CBS, Lever Bros.) ................ 3,103 7.9 +0.1 
S 13 ip. Parties. GE DGD + oo cea ic own cctccvses 3,025 7.7 +0.7 

. 4 Wendy Warren (CBS, General Foods) ............ 2,985 7.6 —0.2 
7 20 ee SM ED Scares heer ccc Vegscoves 2,946 7.5 +0.9 
§ 10 Arthur Godfrey (CBS, Gold Seal).............. 2,907 7.4 0.0 
9 8 Right to Happiness (NBC, P&G) ................ 2,868 7.3 —0.2 
10 12 Pepper Young’s Family (NBC, P&G) ............ 2,868 7.3 0.0 
Li es cbc conn cecssigv ees 2,868 7.3 +0.4 
li 18 My True Story (ABC, Sterling) ................ 2,868 7.3 +0.6 
1 19 Our Gal, Sunday (CBS, American Home Prods.) ... .2,828 7.2 +0.6 
lke 23 = Guiding Light (CBS, P&G) ................5. 2,671 8 +0.6 
1 6 Young Widder Brown (NBC, Sterling) ............ 2,671 6.8 —0.9 
DAY »ATURDAY (AVERAGE FOR ALL PROGRAMS) (2,043) (5.2) (+0.2) 
2 Grand Central Station (CBS, Pillsbury) .......... 3,967 10.1 +14 

5 Stars Over Hollywood (CBS, Armour) ............ 3.692 9.4 +16 

1 ee Se GD: 500s oo 0 6bcesctcuccs 3,457 8.8 —L19 

Day SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,414) (3.6) (+0.3) 
1 True Detective Mysteries (MBS, Williamson)...... 4,321 11.0 —0.6 

2 Shadow (MBS, DL&W Coal-Grove Labs.) ........ 4,007 10.2 +0.5 

3 Martin Kane, Private Eye (MBS, General Foods) ..3,614 9.2 +17 


RA _\O USAGE IS OFF 10%—Although all 


of the top 20 shows on the latest Nielsen 


‘ep rt reached more than 5,000,000 homes, total radio usage was off 10% from the 


Period a year ago. Daytimers were 


down 10%; nighttime shows, 12%; Sun- 


‘ Morning shows were up 9%, and Sunday afternoon shows were off 19%. 


Opposition Is 
Unanimous on 


Display Ban 


N. Y. Liquor Board 
Hears Display Men, 
Unions, Ad Greups 


New YorK—The Graphic Arts 
Industry took its crack last week 
at the New York State Liquor Au- 
thority’s repeal of advertising spe- 
cialties and proposed restriction 
of display material. At the hear- 
ing called at the authority’s head- 
quarters, the same unanimous op- 
position was encountered by the 
authority as at the hearing for in- 
dustry representatives in Albany 
on Nov. 14. 

The liquor board would restrict 
signs to a display of brand name, 
trademark or trademark insignia 
and to a maximum size of 270 
square inches. Also, as of March, 
1950, it would restrict to $25 a year 
the value of advertising specialties 
(trays, coasters, etc.) which whole- 
salers or manufacturers could give 
to retailers (AA, Nov. 21). 

Nearly 100 crowded into the 
hearing room as representatives of 
Point of Purchase Advertising In- 
stitute, American Association of 
Advertising Agencies, Lithograph- 
ers National Association, New York 
Employing Printers, New York 
Mounters, Metropolitan Lithog- 
raphers, Society of Plastics, Cen- 
tral Trades Council of Greater 
New York, Amalgamated Lithog- 
raphers of America (CIO), and 
many others filed protests against 
the restriction. 


ws Deputy Commissioner Joseph 
Kaitz, presiding, pointed out that 
under the proposed ruling manu- 
facturers or wholesalers could still 
give specialties to consumers if 
not handled through retailers, and 
that retailers could buy the special- 
ties. This interpretation, however, 
pleased none of those present. 

The strategy of the display ad- 
vertising men was to approach the 
liquor authority on two fronts: 
(1) to point out the serious dam- 
age the curbs would do to the in- 
dustry, and the unemployment 
which would follow; and (2) an 
attack on the proposed measure as 
censorship of advertising. 


ew In a preliminary meeting the 
day before the hearing, the serious- 
ness of theeliquor authority’s move 
was underlined. 

Display representatives pointed 
out that this action would make 
point of sale tie-ins with national 
advertising impossible; that the 
combined vintner, distiller and 
brewer business may account for 
as much as 25% of display bus- 
iness (actually, for many lithog- 
raphers and mounters, the per- 
centage is much higher—some lith- 
ographers at the meeting set their 
losses at from 60 to 90%, if the 
ban stands). 

Particularly outraged were the 
small and regional brewers, who 
use display, in a sense, to counter- 
act the magazine and radio cam- 
paigns of their bigger, nationally- 
distributed competitors. 

John Palmer, head of Palmer 
Associates, who spearheaded the 
Point of Purchase Advertising In- 
stitute’s attack, characterized the 
proposed restriction as “worse 
than a depression to our industry.” 


s Richard L. Scheidker, vice-pres- 
ident, American Association of Ad- 
vertising Agencies, told the group 
the Four A’s had filed a statement 
of protest (AA, Nov. 21), and had 
sent a bulletin to all New York 
members of the association, along 
with a list of newspapers, both 


A fine romance 


e's am epee crore: thar your gue mover sed eur aervne man are 
woth e een a Wimteetl would ay They oe been aren sogeches 


# 


Nest wp think vo yourself, “I's 
tome romans Push sheng d you cam b> oll tor your bemetst 


Greeley Gas Co. . 
a 


LOCAL—Greeley Gas Co., through Galen 
E. Broyles Co., Denver , is running a series 
of ads, of which this is one, to educate 
Greeley, Colo., a coal-using community, to 
the use of gas. The schedule includes 
six ads a month in the Greeley Daily Trib- » 
une and a monthly ad in the Greeley 
Booster and Greeley Journal. Spot an- 
nouncements on KFKA also are being 
used. 


daily and weekly, accepting liquor 
advertising, and a list of all poster 
plants. 

The Association of National Ad- 
vertisers, meantime, had come to a 
decision to bypass the wrangle, 
and “would not take any action at 
this time.” The ANA, Mr. Palmer 
explained, is saving its fire for the 
Langer bill hearings in January. 

At the hearing of the liquor 
board, the opposition centered on 
the threat of unemployment and 
the censorship charges. Unions, 
makers of specialties and others 
complained that the restrictions 
would throw them out of work or 
business. 


a A number of those present also 
asked that the liquor board set 
the matter for a later hearing so 
that they could prepare better to 
support their objections. 

Commissioner Kaitz was not en- 
couraging about the possibility of 
another hearing but assured every- 
one that, if there were, ample time 
would be given to prepare for it. 
Nothing could be decided, he said, 
until the transcript of the meeting 
was completed and duly considered 
by the authority. 

Beverage Retailer Weekly for 
Nov. 21 commented that “all in all, 
it appears that some liberalization 
will be forticoming when the au- 
thority hands down its final de- 
cision.” This feeling was shared by 
a spokesman for the authority, who 
told AA that, in all likelihood, a 
compromise will be effected. 

This might mean, he said, an 
entirely new rule allowing ad- 
vertising specialties and merely a 
modification, not a drastic restric- 
tion, of the rule on display ma- 
terial. 

There is more smoke than fire to 
all this, he said, “but the authority 
welcomes the chance to get all 
these reactions on the record.” 


KENM to Begin Operation 

KENM, 250-watt station in Por- 
tales, N. M., will go into operation 
this month. Whitmore Plains 
Broadcasting Co. owns the station 
itself, but the grounds belong to 
Eastern New Mexico University, 
which is allowed certain broad- 
casting privileges in return for a 
15-year lease. 


Appoints Galanoy 

Ivan T. Galanoy, formerly ed- 
itorial director of Greater West 
Associates Agency, Los Angeles, 
has been named copy chief and 
publicity director of Dinion & Du- 
Browin, New York agency. 


Duo Tooth Brush to Seelig 
Duo Tooth Brush Co., St. Louis, 
has named Seelig & Co., St. Louis, 


to direct its advertising. 


DuMont Video Net 
to Offer Two-Hour 
Daytime Live Shows 


New YorkK—DuMont Television 
Network, starting early next 
month, will feed two hours of 
live daytime programming to its 
stations. Dec. 5 is the tentative 
starting date, but it may be de- 
layed because of the strike of the 
set and costume designers here. 

Mortimer W. Loewi, director of 
the network, said the programs 
will be sold directly to the local 
stations at a fixed price based on 
the station rates. In no market 
will they cost more than $100 per 
hour. 

He explained that DuMont's 
function in this new daytime ser- 
vice will be like that of a motion 
picture company which provides 
entertainment fare for theater 
owners, who then charge their 
own prices and make what they 
can on the product. 


ws “The programs to be set in a 
mythical department store will be 
produced to provide for as many 
as ten spots an hour,” Mr. Loewi 
said. “These announcements af- 
filiates can sell to local sponsors 
at full card rate, thus realizing a 
substantial profit on the service.” 

The DuMont director suggested 
this innovation in network pro- 
gramming may be one of the an- 
swers to local station operators’ 
financial problems. Local tele- 
casters have complained in the 
past that they are unable to make 
programs. “These network pro- 
grams will be even more inexpen- 
sive than local programs, but they 
can be sold at the full local rate,” 
he added. 

Nine stations already are lined 
up to carry the program, to be 
televised Monday through Friday, 
2:30-4:30 p.m., EST, and to be 
called “At Your Service.” The list: 
WTVN, Columbus, WEWS, Cleve- 
land, WJBK-TV, Detroit, WSPD- 
TV, Toledo, WHIO-TV, Dayton, 
WJAC-TV, Johnstown, Pa., and 
DuMont’s three owned and oper- 
ated stations. 

Mr. Loewi said no plans have 
been made for the sale of cross- 
the-board spots to national or re- 
gional advertisers. He did not say, 
however, that such clients would 
not be accepted. 

This latest service is the culmi- 
nation of DuMont’s pioneering in 
the daytime program field, which 
started about a year ago on WABD, 
New York. 


Bristol-Myers Gives 
Admen Specific Jobs 


New YorK—Bristol-Myers Co. 
has appointed Wallace T. Drew, 
Donald S. Frost and Roger C. 
Whitman, all formerly assistant 
advertising managers, as advertis- 
ing managers in charge of specific 
products. 

Mr. Drew will direct advertising 
of Sal Hepatica, Benex and Ing- 
ram shaving creams, Ingram am- 
moniated tooth powder, and Re- 
sistab, the company’s new anti- 
histamine entry in the cold pill 
field. 

Mr. Frost will be in charge of 
Trushay hand lotion, Vitalis hair 
tonic and Ammen antiseptic pow- 
der, while Mr. Whitman will su- 
pervise ads for Ipana toothpaste, 
Mum, Minit-Rub and Bufferin. 

Announcement of the promo- 
tions followed immediately after 
the recent shift of Joseph M. Allen, 
formerly vice-president and adver- 
tising manager, to vice-president 
in charge of public relations. 
George S. McMillan, previously 
vice-president directing public re- 
lations, has been assigned to the 
sales department with no an- 
nouncement of specific duties. 
| Joseph P. Hardie continues as 


| vice-president in charge of sales. 
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WGAC Appoints Willard 


A. D. Willard Jr., former execu- 
tive vice-president of the National 
Association of Broadcasters, has 
become president and general 
manager of Station WGAC, Au- 
gusta, Ga. 


Names Waterston Agency 

Waterston Co., New York, has 
been appointed to handle the ad- 
vertising of Exposition Press, New 
York, publisher. 


WPAT Signs Acme Market 


Acme Super Markets has signed 
to sponsor Milo Boulton’s “Bargin’ 
Around with Boulton,” over WPAT, 
Paterson, N. J., Monday through 
Friday, 11-12 noon. 


Buckley Appoints Myers 


Edward T. Myers, formerly with 
Aubrey, Moore & Wallace, has 
been appointed industrial copy- 
writer of Homer J. Buckley & As- 
sociates, Chicago. 
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District. 


Charleston during the fiscal year ju 
lished an all-time high, according 
Storen, U. S. Collector of Customs. 


J. Wilfred Zerbst. An 
of the county’s 22 districts. 


Effective Buyin 
was $219,019, 
$554,832,000. 
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Keep Your Eyes on Charleston, S. C.! 
IN CHARLESTON THE TREND IS UP 


DEPARTMENT STORE SALES LEAD 5 STATES 


Department store sales during the first nine months 
of 1949, averaged 6 per cent gain over the same 
period last year, and Charleston led the 14 major 
cities in the five states of the Fifth Federal Reserve 


IAPORTS AND EXPORTS REACH ALL-TIME HIGH 


The dollar value and customs collection totals of 
both imports and exports through the port of 


POSTAL RECEIPTS SHOW SUBSTANTIAL INCREASE 


Receipts at the Charleston Post Office for the first 
nine months of 1949 showed an increase of $57,155.64 
it is announced by Postmaster Edmund P Grice Jr. 


PROPERTY VALUES UP IN CITY AND COUNTY 


The assessed value of property in Charleston, city 
and county, is up $1,562,576 over 1948, according to 
figures just released by Charleston County Auditor 
An increase was shown in 20 


THERE’S REAL SPENDING MONEY 
IN THIS RESPONSIVE MARKET 


Income of the Charleston Metropolitan County Area in 1948 


* Retail Sales of the Charleston Metropolitan County Area in 1948 totalled $116,756, 
000, and in the 18 county trading area totalled $365,577,000. 


(*—1949 SALES MANAGEMENT “Survey of Buying Power’’) 


Cherlesten’'s 1949 ABC City Zene 
is 130,493, Lergest in 


CHARLESTON EVENING POST — 
— The News and Courier - 
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... Life 


in the production department 


DAY & 


“Just what you ordered .. . 
and one dupe”’ 


Production men get what they order at Lake Shore 
Engraving, too! What’s more, we’re on call night 
and day to assist in the birth of your brain child. 


LAKE SHORE 
PHOTO ENGRAVING CO. 


We, too, can give you flush mounted plates 
160 E. Ilinois St., Chicago 11 + Phone SU. 7-8216 « Day, Night and Saturday Service 


Deficits Will Be Hard 
to Overlook at Next Congress 

WASHINGTON—-It is early to say, 
but it looks as if federal spending 
will overshadow the other issues 
before the next congressional ses- 
sion. Chances are very little will 
be accomplished, but even the ad- 
ministration is embarrassed and 
alarmed by a $5.5 billion deficit 
in a year of near-record prosperity. 

One reason for the deficit is that 
federal spending programs grow 
and grow as a result of a con- 
tinuous stream of bills moving in 
piecemeal: fashion through Con- 
gress. 

But next year it may be more 
difficult for members to close 
their eyes to deficits. Spending 
plans are to be lumped into a sin- 
gle appropriation bill. Shortly be- 
fore next fall’s congressional elec- 
tion campaign gets underway, 
members will have to stand and be 
recorded “yes” or “no’—for or 
against a deficit. 

Moderates, like Sen. Paul Doug- 
las (D., Ill.), are becoming the 
key men in the fight to get the 
federal fiscal picture in order. 
Douglas, a University of Chicago 
economics professor, considers the 
present trend extremely dangerous. 

The Joint Committee on Internal 
Revenue estimates that taxes would 
have to be raised as much as 25% 
to eliminate this year’s deficit. 
Moreover, it says a 10% drop in 
gross national income would clip 
another $5 billion of the govern- 
ment’s income. 
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There’s no quiet on the Potomac 
—at least among the armed forces. 
Navy supporters have their own 
term of endearment for the Penta- 
gon Building—five-sided labyrinth 
where Defense Secretary Louis 
Johnson is headquartered. Still un- 
enthusiastic about unification, they 
refer to it in their own pic- 
turesque jargon as “the Kremlin.” 
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Before long, Supreme Court may 
lay down important anti-trust 


dogma for advertising agencies, 
architects and others who sell per- 
sonal services on a commission ba- 
sis. The court is looking over a 
lower court ruling which threw 
out the government’s anti-trust 
case against real estate brokers. 
Lower court said real estate bro- 
kers have the same right to fix 
standard fees for services that 
members of labor unions have. 
e e« @ 

Democratic National Committee 
Chairman William M. Boyle Jr. is 
continuing his attacks on anti-ad- 
ministration “institutional” ads. His 
current weekly letter to Demo- 
cratic party workers says A&P’s 
“expensive” ads attacking the De- 
partment of Justice “are scarcely 
likely to reduce grocery prices in 
its stores.” 

Nevertheless, A&P’s ads are un- 
doubtedly making more people 
think about this case than any anti- 
trust case in recent years. Ysabel 
and Robert Rennie, whose column, 
“Political Ecomony,” appears in 
the Washington Post, said Tuesday 
that most of the charges against 
A&P appear to be based on the 
chain’s “fierce” effort to beat down 
profit margins. “In the process,” 
they wrote, “a number of com- 
petitors may have gone out of bus- 
iness. 

“The government believes that 
A&P has subjected competitors to 
‘unreasonable hardships’ not pro- 
duced by normal competitive 
forces,”” they continued. “We sus- 
pect that ‘normal competitive 


forces’ ought to be more rigorous- 


By STANLEY E. COHEN, Washington Editor 


ly defined.” 

Their analysis ends with a state- 
ment that is being repeated more 
and more often these days as the 
anti-trust statutes are being ques- 
tioned: “Maybe we don’t like to 
see anyone hurt by competition, 
particularly from anyone so big, 
but the last place we’d expect to 
find this doctrine cherished is in 
the anti-trust division of the De- 
partment of Justice.” 

e © @ 

If it weren’t for the cold war, we 
could get along without export 
controls. Secretary of Commerce 
Charles Sawyer said last week 
that domestic supplies of every- 
thing—even tin and tin products— 
are ample. But destination controls 
continue on a sizable list of ex- 
port items “for reasons of foreign 
policy and national security.” 

Commerce Department is super- 
vising a voluntary censorship to 
prevent “export” of certain types 
of technical, professional and sci- 
entific information useful to “the 
other side” in the cold war. The 
censorship applies only to the most 
secret developments. Industrial cat- 
alogs and other sales literature are 
exempt. 

Se @u@ 

Supreme Court Justice Robert 
Jackson called the turn on one of 
the town’s major industries—ghost 
writing. He dissented when the 
court upheld the disbarment of a 
patent attorney, who had supported 
a claim with an article he had 
“planted” in a trade publication. 


Advertising Age, November 28, 194 


“Ghost writing has debased tl» 
intellectual currency circulatic ) 
here and is a type of counte - 
feiting which invites no defense ’ 
Justice Jackson wrote. “Perha) s; 
this court renders a public servi: e 
in treating phantom authors ar 
ghost writers as legal frauds ar 
disguised authorship as deceptio: 

“But has any man before Dorse , 
ever been disciplined or repr - 
manded for it? And will any te 
hereafter?” 

P. S.: Justice Jackson 
his own.” 


“writes 


Home building continues to be 
mainstay in the postwar econom 
Federal housing experts say build 
ers are marking up their bigg« 
construction record in_ histor 
Nearly 1,000,000 homes, con- 
pared with 937,000 in 1925, the pre- 
vious high. They say the upsurge 
in production of low-priced and 
rental homes is one of the most 
significant trends in home building 
since the end of the war. 
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Waldman Opens Own Agency 


Lew Waldman, formerly pub- 
licity director of the May Co., Den- 
ver, has opened his own advertis- 
ing agency at 525-527 U.S. Na- 
tional Bank Bldg., Denver. 


Connor Promotes Johnston 


W. W. Johnston, vice-president 
and director of J. H. Connor & 
Son, Ottawa, manufacturer of Con- 
nor washers, has been promoted to 
general manager. 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


M7 Represented nationally 
by Burn-Smith Co., Inc. 


STATE GOVERNMENT AND 
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COLUMBUS — A COMBINATION OF INDUSTRY, 


@ The situation of Columbus is unique in the nation. Though the 
industrial output of the city is between $500-million and $600- 
million, industry is not the full strength. Columbus is also the seat 
of the government of Ohio. Here are state departments and 
state institutions employing many thousands of people. Columbus 
is also the center of learning for the state. The Ohio State Uni- 
versity with its registration of 22,000 has an important part in 
the cultural and business life. Industry, government, education, all 
give to the economy of Columbus and Central Ohio a balance 
that is profitably favorable to those who sell in this rich market. 


CARLILE’S FURNITURE STORE— 70 YEARS 
IN COLUMBUS — 25 YEARS ON WBNS 


® Carliles are old in years but young in ideas. It was only 
natural then, that they should be among the first to use the 
facilities of WBNS when this station started broadcasting 25 
years ago. W. A. Carlile installed a studio in the store and 
invited the public to come in and watch this novelty called 
"Radio". The response ran into the thousands... 
been coming to Carliles ever since because this store has con- 
tinued to use WBNS as one of its principal mediums of advertising. 


WBNS IS THE MOST IMPORTANT 
RADIO SALES TOOL IN CENTRAL OHIO — 


If you desire to do a profitable selling job in Central Ohio you 
must include WBNS in your program. This is easily explained by 
a look at WBNS programming and coverage figures. 163,550 fam- 
ilies in this area are WBNS listeners. The programs of this station 
have been built to fit their needs and wishes. Test after test has 
proven that they respond to WBNS advertising . . . and respond in 
a big way, much to the delight of sales and advertising managers. 


IN COLUMBUS IT’S 


POWER 5000 D-1000 N CBS 


EDUCATION ... 


and they have 


ASK JOHN BLAIR 


A 
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A ivertising Age, November 28, 1949 


0-Month Advertising 


Ott 2%, PIB 


(Continued from Page 1) 

oith total of $10,756,728, was 
nivy 1% behind its record 1948 
pxpenditure in the soap and cleans- 
pr bracket. Gold Seal Co., maker 
of Glass Wax, boosted its nine- 
oth budget 344%, with most of 
he $1,245,274 total going for net- 
ork radio time (Arthur Godfrey). 
Advertising of drugs and toi- 
letries was off 6% for the period, 
ieclining to $82,126,680. As a 
soup, Magazine sections of news- 
papers showed the only gain, 4%, 
vhile farm magazines were off 
0% and network radio 9%. Col- 
gate-Palmolive-Peet, at the top 
vith $7,913,767, was up 8% for 
he period. American Safety Ra- 
or Co., which started advertising 
ts Silver Star duridium blades in 
lay, boosted its budget 382%, to 
b total of $802,722. 
The transportation-agriculture 
tection showed the biggest gain, 
rercentagewise, with total ex- 
renditures of $70,507,094 in these 
media, up 10% for a nine-month 
igh. Advertising in magazine sec- 
ions of newspapers was up 34%, 
magazines, 9%, and in network 
adio, 6%. Almost two-thirds of 
he total gain was grossed by pub- 
ishers of general magazines. 


General Motors accounted for 
ore than half of the rise, its 
ine-month total of $8,455,679 be- 
ing 64% ahead of last year. Siz- 
bble gains also were made by oth- 
pr car and truck makers, although 
aiser-Frazer was off 11%, Stude- 
paker 10%. 

In PIB’s general classification, 
sins were shown by all media 
roups, with the nine-month total, 


Reports 


$59,637,006, up 8%. Advertising 
by the major tobacco companies 
was far ahead of their 1948 spend- 
ing. Liggett & Myers, with a $6,- 
527,576 total, was 16% ahead of 
last year and was leading R. J. 
Reynolds at the nine-month mark. 
Biggest percentage gain was made 
by P. Lorillard, up 119% with a 
$3,806,254 total. 


s Business and financial adver- 
tisers trimmed their spending 4% 
during the period, with a total of 
$50,603,817. Although magazine 
sections of newspapers added 5%, 
magazines were down 2% and net- 
work radio 19%. 

American Telephone & Tele- 
graph boosted its budget 5%, to 
$2,754,929, continuing its lead in 
this classification. Absentees thus 
far this year are the National 
Association of Manufacturers and 
Can Manufacturers Institute, both 
of which spent sizable sums dur- 
ing the ’48 period. 

Advertising of apparel manu- 
facturers, totaling $34,412,563, was 
off 8% for the nine months. Mag- 
azine sections of newspapers 
boosted their share 4% over the 
48 period, but magazines were 
down 9% and network radio 7%. 

Cluett, Peabody boosted its bud- 
get 31%, to a total of $710,253, and 
took over the industry lead from 
Textron, whose expenditures of 
$512,495 were down 8%. Florida 
Fashions assumed a place of prom- 
inence among leading clothing 
manufacturers with an appropria- 
tion of $411,424, up 68% from last 
year. 


s International Shoe continued to 


ubstantiated by a nation-wide ate P 


r. Albert Haring of indiana University. 


i he, as 
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Pick National Furniture Re- 
view .. . because your ad 
in Review will be read by 
more ACTUAL BUYERS. . . 
the top executives you must 
sell.* 


Latin Reading Habits and Preferences by 


A) 


your copy of complete survey report. 


ee 


Your most productive advertising medium Seceuce it is most . 
ntial with the executives who buy for the Furniture and Home oA 


influ 
Farlohings stores that do 8.4% of the tote) industry wolnene 


“by waite tas WR ; 
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lead all footwear advertisers, al- 
though its expenditures, at $1,- 
220,403, were down 3%. 

The television network total for 
the nine-month period, PIB re- 
ports, was shared this way among 
the seven industry sections: Foods- 
beverages, $884,803; home build- 
ing, $2,097,609; drugs-toiletries, 
$573,005; transportation-agricul- 
ture, $1,035,660; general, $1,504,- 
293; business-financial, $148,745, 
and apparel, $217,377. 


To Norman D. Waters Agency 


Shenango Pottery Co. New 
Castle, Pa., has appointed Norman 
D. Waters & Associates, New York, 
to handle advertising and promo- 
tion for a new home products di- 
vision. Business papers will be 
used for the introductory cam- 
paign. 


Wexton Adds Tom Creedon 


Wexton Co., New York, art and 
production service, has added Tom 
Creedon, formerly with Sloves 
Binding Co., to its staff as a sales 
representative. 


x 8 


Lumite to Expand 
Consumer Campaign 


New YorK—Lumite Division of 
Chicopee Mfg. Co., which adver- 
tised its Lumite plastic auto seat 
covers to consumers for the first 
time last spring, has decided to ex- 
pand the consumer advertising of 
this product next year. 

Copy will compare oldtime 
transportation methods with mod- 
ern luxury travel, James W. Veed- 
er, advertising manager of the 
division, told AA last week. He did 
not disclose the new budget fig- 
ure. 

Full-color pages, some _ back 
covers, will run from March to 
September (except July) in Holi- 
day, and full-color pages will also 
run next spring and summer in 
The Saturday Evening Post. On 
the business paper schedule are 
Automotive Dealer News and Au- 
tomotive News. 

Greater use of point of sale ma- 
terial will be made next year, 


these including counter cards, 
streamers, folders for consumers, 
newspaper mats and woven satin 
labels for trim shops. 

Geyer, Newell & Ganger is the 
agency. 


Nations Leaves Gruen 

Howard L. Nations has resigned 
as public relations director of 
Gruen Watch Co., Cincinnati, ef- 
fective Nov. 30. Mr. Nations and 
O. R. Bellamy, formerly with Cin- 
cinnati radio stations, will form 
a corporation with offices in Cin- 
cinnati to sell the Hallicrafter tele- 
vision line. 


SELL 1 


Put your sales message on signs that 


ore talked about and 
PAINTED DISPLAYS . 


remembered 


NEON SIGNS 
* CHOICEST LOCATIONS «+ 


STERLING NEON SIGN CO. 


2706 Collingsworth Houston 11, Texas 


SPECTACULAR SIGNS BY 


STERLING 


You Must Reach the Buying Group to do 
an Effective Selling Job in Hospitals 


The fact that a hospital is not a one-man responsibility products that must be used and consumed in a busy 


above letter from 
administrator of the $3,000,000 Queen’s 


is illuminated and underscored by the 
Mr. Flath, 
Hospital in Honolulu. 


Relying on a large staff of department executives for 
the smooth-running operation of his hospital, Mr. Flath 
finds it advantageous to circulate four copies of HOS- 
PITAL MANAGEMENT within this buying group so 
that all executives will be familiar with the newest pro- 


cedures and products. 
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By 8 st ame et r te eee pe fe 


To overlook the buying group is to overlook the buy- 
ing facts in this specialized field. Obviously the adminis- 
trator himself is vitally important — and HOSPITAL 
MANAGEMENT gives you the largest ABC hospital 
circulation—but to expedite the buying, your sales 
message must reach the executives down the line, which 
is why HOSPITAL MANAGEMENT is departmental- 
ized to reach and inform these buying influences. 

No administrator, concerned, as he must be, with the 
broad problems of institutional management can pos- 
sibly find the time to evaluate all the thousands of 


"WE READ HOSPITAL MANAGEMENT /N 
18 DEPARTMENTS~ 


THE QUEEN'S HospitaL 
HONOLULU 9, Hawan 
7 © Boxee 


Hospital Managenen 
100 East Ohio Sarees 
Chicago, Illinois 


2. 


CARL I. FLATH 


One copy comes 
Assistant, the : 


Gentlewen; 


We read Hospi 
copies of pn Managenent in eighteen 


Magazine departaents, four 


joming to this hospita] ach month, 
irect to my desk 
Dietary Departament, and — 


ay ts. then routed to four snd wares ty 
Administrator Pcoaeeg a 
Administrator Chi, 
THE QUEEN’S HOSPITAL Medical ‘Director Laundry Manager 
cupational Ther, ioal Records 
* . Pe od Ow a 
Honolulu, T.H Pavseal Therap Prarestient Departeent 


hospital. That 


the field. 


100 E. OHIO 


‘PREFERRED READING AMONG HOSPITAL EXECUTIVES 


That is why 88. 
HOSPITAL MANAGEMENT to these department 
heads. That is why those who know the market best con- 
sider HOSPITAL MANAGEMENT a must buy in 


Maxafement 


Largest net paid ABC hospital circulation. 
Send for your copy of 
penetration study; 


Social Service Purchasing agent 


dnRay 
Copy of Hospite) 
Library, where ae cates tem ite way 
permanent 


Yours very sincerely, 


A $3,000,000 establishment. 
402 beds, 47 bassinets. 
Founded in 1859 by the 
Hawaiian royal family. 


is what the departmental staff is for. 
56% of administrators regularly route 


Stspital 


STREET ° CHICAGO 11 


our new reader 
it is interesting and 


valuable. 
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Cheap Publicker 
Straights Open 
All-Out Drive 


(Continued from Page 1) 
two months, the full force of the 
ad schedules will not be felt until 
December, when some 500 news- 
papers in all major markets and 
six magazines will be used. 


@ Charter Oak ads will break ini- 
tially as 800-line newspaper ads 
and full pages in Life, Look and 
Time. Old Hickory will break with 
996-line ads in newspapers and 
full-color ads in Collier’s, News- 
week and Time. The Haller bour- 
bons will open with 1,000-line ads 
in dailies. About 30 business pa- 
pers also will carry two-color ads 
on the straights next month. 

What reaction the new bourbons 
and their low prices will have on 
the market cannot be estimated at 
the moment, but it is reported 
that the three distillers have one 
of the largest reserves of bourbon 
on hand in the entire industry and 
will be able to maintain a con- 
tinual supply of straight bourbon 
for some time to come. 


gs This traditional American drink, 
which has been in short supply 
since the beginning of the war, 
formerly sold only in limited quan- 
tities and at premium prices. As 
thoroughly matured whisky stocks 
became available, the trend to 
straight whiskies has become no- 
ticeable. 

An idea of how the new bour- 


bons stand up against other well- 
known brands in prices can be seen 
from the following New York 
prices: Kentucky Tavern sells in 
that state for $5.99; Old Grand Dad, 
Old Taylor and Old Crow for $6.91; 
Old Forester for $6.12; and Good 
Old Guckenheimer for $5.94. 

Charter Oak is now retailing in 
New York state for $4.64, and Old 
Hickory at the same price. These 
are the bottled in bond 100-proof 
bourbons. Of the straight bourbons, 
Haller “89” sells at $5.44 and Old 
Hickory and Charter Oak at $4.05. 

These comparative prices are 
after the well-known brands an- 
nounced price reductions ranging 
from 44¢ to $1.30. 

Other Publicker accounts and 
their agencies: Old Treasure, Rit- 
tenhouse and Diplomat whiskies, 
McKee & Albright; Philadelphia 
whisky and Dixie Bell gin, Lefton; 
Kinsey whisky, J. D. Tarcher & 
Co., and Old Classic whisky, Cecil 
& Presbrey (AA, Aug. 29). 


Dolcin Asks Writ Against 
Rhodes and Inwood 


Dolcin Ltd., Toronto, has asked 
a writ in the Supreme Court of 
Ontario against Rhodes Pharmacal 
(Canada) Ltd. and J. M. Inwood 
Ltd. for damages for infringement 
of Dolcin’s patent. The action asks 
an injunction, an accounting and 
damages, from the means adopted 
in “advancing the sale of a pro- 
duct, Imdrin, to the prejudice of 
the plaintiff’s property-right in 
its patented product.” 


Two Join Owen & Chappell 


Harry Torp, formerly a space 
buyer with Kenyon & Eckhardt, 
and Mitchell Barkett, formerly an 
art director of Abbott Kimball 
Co., have joined Owen & Chappell, 
New York. 


Worcester’s Wondrous Twins: High Buying Power and Intensive Newspaper Coverage 


to $2,500,000 


Include the prosperous Worcester Market on your list 


of major markets which are wide open for successful 


Christmas promotions. Worcester banks will mail out this 
month approximately $2,500,000 in checks to their many 
Christmas Club members. A sizable portion of these dol- 
lars will fill the tills of local stores selling your products. 


“Ad” emphasis to your promotions in this Central 
New England Market by advertising in the Worcester 
Telegram-Gazette, the newspapers that completely blan- 
ket the area. Daily circulation in excess of 140,000. 


Sunday over 100,000. 


Tee TELEG RAM -GAZETTE 


WORCESTER, MASSACH USETTS 
— GEeorGce F BooTHn Pubésher- 


“WOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


Ratio Sales Test 
Explained by Kurie 


New York—John F. Kurie, vice- 
president in charge of media and 
research, Association of National 
Advertisers, last week explained 
the ratio sales test, a technique to 
measure the relative sales effec- 
tiveness of two different displays 
of a product shown simultaneously 
in two groups of stores. His ex- 
planation was made before mem- 
bers of the marketing research dis- 
cussion group of the American 
Marketing Association here. 

Marketing research men, Mr. 
Kurie emphasized, have the same 
fundamental responsibility that 
salesmen have, namely, to help 
facilitate the movement of goods 
to the consumer at the lowest pos- 
sible cost consistent with efficien- 
cy. 

“While the primary function of 
market research is to devise -the 
best method for testing ways and 
means of moving goods to the ul- 
timate consumer,” he said, “it 
should always be remembered that 
methods of testing and other mar- 
keting research operations are 
merely means to an end and not 
ends in themselves.” 


= In discussing the ratio sales 
test (AA, Sept. 12), Mr. Kurie 
said that it has been tried out suf- 
ficiently so that, if properly op- 
erated, it is possible to determine 
mathematically the percentage ad- 
vantage of one display over an- 
other in terms of sales. 

Factors of weather, paydays, 
seasonal variations and other un- 
controllables are held constant, he 
said, by the use of the techniques 
employed. 

“Testing should be conducted,” 
Mr. Kurie explained, “in two units 
of two or more stores each in com- 
parable neighborhoods. The stores 
should be similar in size and qual- 
ity, and the location for the dis- 
plays inside the stores should be 
comparable in terms of traffic, 
surrounding merchandise, distance 
from cash register and entrance, 
and visibility of location. 

“The results will then be rep- 
resentative of normal expectations 
for the city size, geographical sec- 
tion, neighborhood and displays 
used in the test.” 


GEORGE A. WINTERS 


PITTSBURG, KaN.—George A. 
Winters, 61, general manager of 
the Independent, Grand Island, 
Neb., and vice-president of Stauf- 
fer Publications, was found dead 
in his car near here Nov. 21. He 
had suffered a heart attack. 


T. LYLE BLOGG 


TORONTO—T. Lyle Blogg, ac- 
count executive with James Fisher 
Co. Ltd., died here after a long ill- 
ness. He had been associated with 
the agency for more than 20 years. 


RAYMOND TOMPKINS 


BALTIMORE—Raymond S. Tomp- 
kins, 59, vice-president and direc- 
tor of public relations, Baltimore 
Transit Co., and a former member 
of the news staff of the Baltimore 
Sun, died here Nov. 22. 


Three Name Aves Agency 


Wesley Aves & Associates, Grand 
Rapids, Mich., has been named to 
direct the advertising of the Oil 
Seal division, Chicago Rawhide 
Mfg. Co., Detroit, manufacturer of 
oil seals; Clarke Sanding Machine 
Co., Muskegon, Mich., manufac- 
turer of floor sanding and main- 
tenance machinery, and National 
Brass Co., Grand Rapids, manufac- 
turer of builders’ hardware. 


Harnischfeger Ups Henderson 


A. G. Henderson has been named 
assistant sales manager of the 
welding division of Harnischfeger 
Corp., Milwaukee. He succeeds M. 
O. Monsler, who was recently 


made sales manager. 


“Hotpoint Holiday,” Hotpoint’s 
one-hour (4-5 p.m., EST) Thanks- 
giving video program, marked the 
first use of TV by the appliance 
manufacturer. The show, telecast 
over the full CBS-TV web, fea- 
tured Rudy Vallee, Guy Lombardo 
and several others. The show was 
produced by Robert J. Enders Ad- 
vertising, Washington, and placed 
through Maxon Inc., New York. 
The appliance company. also 
signed for an hour dramatic broad- 
cast over CBS on Christmas day. 
If results are satisfactory, Hotpoint 
may get into TV as a regular next 
year. 

o-.2.'@ 

Gray & Rogers, Philadelphia 
agency, installed a television set 
so it could check on daytime TV 
shows. Nothing surprising about 
that—except the agency had the 
thoughtfulness to put the set in the 
lobby to allay the boredom of 
space salesmen, free lance artists 
and other callers while they 
waited. Sometimes, now, it’s a 
problem to get callers away from 
the lobby in time for their ap- 
pointments in the inner offices. 

e e« @ 


The National Association of Ra- 
dio Station Representatives, New 
York, has been weighing the pos- 
sibility of releasing monthly fig- 
ures covering expenditures for na- 
tional spot radio. The association 
is making test compilations to de- 
termine the reliability of figures 
(from the national point of view) 
based on data from the 20 member 
representatives, who handle ap- 
proximately 60% of the spot bus- 
iness. 

NARSR’s board of directors will 
not authorize release of the fig- 
ures, to be published on a month- 


ly basis, nor the index for se) -c. 
tive broadcasting unless it fels 
they give a true picture of he 
over-all spot situation. 

e e« @ 

Designers of radio and televis) on 
sets have a chance to vindic:te 
their work against a reprosch 
tossed out when the Merchandise 
Mart in Chicago and the Muse iim 
of Modern Art in New York -e- 
cently announced their intention 
of starting a series of continu.ng 
public exhibitions of the nation’s 
best in new examples of home 
furnishings. 

The program, announced at si- 
multaneous press conferences in 
the two cities, provoked this in- 
quiry: “Will radio and TV sets 
be included in the nationwide 
competition?” 

“Of course, we’d be delighted to 
have such designs,” one of the 
sponsors explained, adding: “Have 
you seen any lately?” 

” o ~ 

American Music Conference is 
planning to make an annual award 
for the best use of a musical theme 


in an advertisement dealing with#** 


non-musical products or subjects.! 


Idea is presumably to induce more 


advertisers to give more back-# 


ground publicity to the music in- 
dustry. 


Bristol-Myers Names Allen 


Joseph M. Allen, vice-president 
in charge of advertising of Bristol- 
Myers Co., New York, has been 


named vice-president in charge off} 


public relations. 


Brennan Joins Four A's 
Brennan Advertising Agency, 


Houston, has been elected a mem-@’. 
Association 


ber of the American 
of Advertising Agencies. 


Newsweek 


Newsweek International is the U. S. Magazine 
of News Significance that is printed weekly in 
Paris exclusively for distribution throughout che 


Continent . 


. and in Tokyo for distribution in 


Japan, Korea and the Philippine Islands. 


It is distributed by air to 45 countries on the 
fastest schedule in publishing history an 1s 
tailor-made for you. 


Many of these countries may be closed to you 
right now. But whether or not you can do | usi- 
ness, Newsweek International Editions keep ) out 
good name alive before the people you want : 10st 


- *For Example 


in France, 


79 %o 


of Newsweek-Evro- 
pean readersare in 
the top and upper 
middie income | 
groups, compored 
with 30% for the 
general public. 


L 


so well. 


particulars. 


to sell: the alert, English-reading leaders* w_ 05¢ 
need for news-knowledge Newsweek is mec ‘ng 


Find out now how well Newsweek can help you 
push up your export business in these more 149 
two score selling centers. Your local Newsy eck 
representative will be glad to give you ull 


Newsweek International 
European-Pacific 


emmenm 
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‘Urbanized Area’ 
an Explained By 
Census Bureau 


VASHINGTON—The Census Bu- 
reau explained in detail last week 


sel -c. 
fe ls 
of he 


Vision 
dicate 


ro: 
oat the “urbanized area” concept 
use im™wnch is expected to make the 


1950 population and housing cen- 


rk re- . 
sus more readily usable for mar- 


ention 

inu.ng g*e'2S Purposes. 

ation’s] Designed to sharpen the delini- 
homefgition between rural and urban 


residents of the fringe areas ad- 
joining large cities, the urbanized 
area concept will provide a tabu- 
lation for a central city, plus its 
minor subdivisions, plus its thickly 
populated unincorporated fringes. 
The concept has been closely 
studied by the Audit Bureau of 
of the@circulations to be used as a pattern 
“Hayegfor future definition of “retail 
trading zones.” 


at si- 
ces in 
lis in- 
V sets 
nw ide 


ited to 


s At its 35th annual meeting in 
hicago last month, the ABC 
newspaper division adopted a reso- 
lution calling for an 18-month 
ostponement of further action on 
etail trading zones pending fur- 
ther study of the Census Bureau 
definitions (AA, Oct. 24). 

The directors recognized that the 
adoption of the Census Bureau 
units, if practical, would. put 
newspaper circulation measure- 
ment on a basis completely com- 
parable with census statistics for 
the first time. 

As recently as 1940, only 52% 
of the city zones were on a census 
basis, ABC President P. L. Thom- 
son reported. Currently 72% of 
the city zones and 98% of the re- 
tail trading zones are on a census 
basis. 


mce is 
award 
theme 
g with 
ibjects. § 
e more 
back- 
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mn 
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3ristol- 
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ciation 


The bureau said that the ur- 
anized area concept can be used 
nly for population and housing 
tatistics. In its postwar Censuses 
{Manufactures and Business, and 
wain in the Census of Population, 
the Census Bureau is basing its 
nost detailed tabulations on a 
‘standard metropolitan county” 
oncept, which assures that re- 
sults of all censuses are com- 
parable and interchangeable. 

The urbanized area concept is 
designed to achieve a more ac- 
urate picture of urban population 
by working into the “urban” popu- 
ation inhabitants of closely-settled 
fringe areas of 157 cities which 
had populations over 50,000 in 
1940 

Since the urbanized area is 
vased on population density, rather 
than political status, the bound- 
aries follow such features as roads, 
srects, railroads, streams and 
ther features easily identified by 
fnumerators. 


The bureau said that each of 
the 157 “urbanized areas” will be 
ac? available as soon as possible 
foll. wing completion of the 1950 
ens is, 

In addition to total figures for 
to you Meact urbanized area, the bureau 
o busi: HPEXP« cts to issue figures for each 
inco porated segment and the ur- 


sp your 

st 1 10st owe ed portions of each minor 
vi division. 

w 0 Hi Tis following types of areas 

rec (0 Mont guous to the central city, or 
‘0a area already included in the 
Urbs \ized area, will be included 

‘Ip you Hf" e ch “urbanized area” tabula- 

re jan geo 

vS\ eek 

uy full "| Incorporated places of 2,500 


® itants or more. 

Incorporated places of less 
2,500, provided they contain a 
ntration of 100 dwelling units 
ore with a dwelling unit 
fens ty in this concentration of 
»00 -r more per square mile. This 
is the normal population density 
fa city street pattern. 
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Last Minute News Flashes 


Newell-Emmett Reorganization Reported 


New York—Reported dissolution of the partnership of Newell- 
Emmett Co. and its reorganization as a corporation was confirmed 
and then qualified last week by J. P. Cunningham, one of the eight 
partners, reportedly scheduled to become president of the new cor- 
poration. “Nothing has been decided yet,” he told AA. Asked about the 
withdrawal of one of his partners, T. J. Maloney, Mr. Cunningham re- 
peated, “Nothing has been decided.” Mr. Maloney could not be reached 


for comment. 


Watch Band Maker Boosts 1950 Budget 


New YorkK—Jacoby-Bender, manufacturer of watch bands, has in- 
creased its advertising budget $250,000 for 1950 and will place inserts 
every month in all jewelry papers, full-page ads every other month 
in Life, Look and The Saturday Evening Post, and is negotiating for 
time on radio and TV. A. W. Lewin Co. is the agency. 


Y&R Subscribes for NRI Rating Service 


Cuicaco—Young & Rubicam has, 


“after a year’s consideration,” 


bought the A. C. Nielsen Co.’s NRI Class “A” radio rating service. 
Gordon Baird Opens Own Agency in N. Y. 


New YorK—Gordon Baird, formerly a vice-president of Walter 
Weir Inc., has opened his own office, Gordon Baird Associates Inc., at 
515 Madison Ave. Reportedly he will handle M. W. Kellogg Co., 
engineer for the oil refining industry, an account which Mr. Baird ser- 


viced while at Weir. 


TV Union Strikes in N. Y.; Other Late News 


Latest development in the New York strike of television scenic and 
costume designers saw Local 829, United Scenic Artists, throw out a 
picket line at National Broadcasting.Co. on Nov. 26. At AA’s press 
time it was not known to what extent other union employes will refuse 
to cross it. American Federation of Radio Artists commented that ac- 
tion was up to the members themselves. NBC, Columbia Broadcasting, 
DuMont, American Broadcasting Co. and Station WPIX are affected 


by the strike. e International Shoe Co., 


St. Louis, will sponsor the 


Friday night “Lucky Pup” show on CBS-TV starting Jan. 20, through 
Hoag & Provandie, Boston. Only other sponsorship of “Lucky Pup,” 
a six-times-weekly offering, is on Thursdays by Bristol-Myers’ Ipana 
through Doherty, Clifford & Shenfield. e Cowles Magazines, New York, 
emphatically denies that it has a magazine on business and economics 


in preparation. 


L. Bamberger & Co., Newark, N. J., has named Albert C. Adams, for- 
merly manager of basement advertising, as special events and publicity 
manager. e Home Appliance Division, Murray Corp. of America, Scran- 
ton, Pa., has appointed Newell-Emmett Co., New York, to handle ad- 
vertising, merchandising and public relations for a new line of house- 
hold appliances to be introduced next spring. e Arthur H. Little, pre- 


viously editor of “Business Magazines,” 


has been named director of 


public relations, Sales Executives Club, New York. e McKesson & 
Robbins, New York, has promoted D. C. Berry, advertising manager, to 
vice-president in charge of advertising. 


3. Unincorporated areas with at 
least 500 dwelling units per square 
mile. 

4. Areas devoted to commercial, 
industrial, transportation, recre- 
ational, and other miscellaneous 
uses functionally related to the 
central city. 

5. Non-contiguous areas, incor- 
porated or unincorporated, which 
have the required population den- 
sity, which are within 1% miles 
of the central contiguous urban 
area, or within a half mile of an- 
other outlying area already in- 
cluded in the urban area. 


AM, TV Networks’ 
Station Controls 
to Be Investigated 


WASHINGTON—At least three im- 
portant government sources were 
studying steps last week to weaken 
network control over radio and 
television stations. 

All based on an assumption that 
networks have too much to say 
about the programs used by local 
stations, the investigations are cer- 
tain to result during the next few 
months in another review of ra- 
dio’s basic economic structure. 

The locale of the investigations 
are: 

1. Congress, where Rep. Harry 
Sheppard (D., Cal.) is sponsoring 
legislation which would prevent 
stations from carrying two con- 
secutive hours of network pro- 
grams. 


ws 2. The Department of Justice, 
which has been examining net- 
work option time contracts for the 
past four months for possible anti- 
trust implications. 

3. The Federal Communications 
Commission, which, it was learned 


last week, is sounding out con- 
gressmen on a special appropria- 
tion for a network investigation of 
its own. 


® Besides its crackdown on option 
time, the Sheppard bili would ban 
station ownership by networks, 
program producing organizations 
and manufacturers of radio equip- 
ment. 

The bill has marked time since 
its introduction in February, but 
Rep. Sheppard, who is a member 
of the powerful appropriations 
committee, expects that it will play 
a role in the events that occur 
during the next few months. 

Tip-off on the Department of 
Justice’s interest in network con- 
tracts came last summer, when 
the Senate interstate commerce 
committee was studying legisla- 
tion streamlining FCC procedures. 

A witness from the transporta- 
tion unit of the department’s anti- 
trust division said he had been 
asked to handle the investigation. 
Subsequently, it has been reported 
that the department has been un- 
der intense political pressure to 
drop the investigation. 


a FCC Chairman Wayne Coy 
would not comment Friday on re- 
ports from congressional sources 
that FCC is suggesting a special 
appropriation to permit a review 
of network monopoly rules written 
by FCC nearly a decade ago. 

Because of Rep. Sheppard’s in- 
terest, some kind of action from one 
of the three sources is likely. He 
told AA Friday that he “would 
resent” any effort to use influence 
to stop the Department of Justice 
study. As for FCC, what it really 
needs, he says, is a statute mak- 
ing it mandatory to insist on pub- 
lic service performance of radio 
stations. 


SAUCE 0 TUNA; 


meus af RAar 


ADVICE—Food Saver Super Markets, 

Hartford, Conn., urged customers to stop 

buying coffee in order to force the price 

down. The big head topped a page ad 
in the Hartford Times. 


Cross Tells Plans 
for 1950 Alemite 
Ad Promotions 


Cuicaco—Alemite division of 
Stewart-Warner Corp. next year 
will spend about $500,000—about 
the same as the 1949 budget—to 
promote its products to dealers, 
industrial users and the farm im- 
plement market. 

First announcement of the com- 
pany’s promotion plans was made 
at the annual distributors meeting 
here last week by Fred Cross, 
Stewart-Warner advertising di- 
rector. 

Media schedule includes inser- 
tions up to full pages in Business 
Week, Country Gentleman, Pro- 
gressive Farmer, The Saturday 
Evening Post and Time. 


s Ads in eight automotive trade 
publications will carry the Alemite 
message to garages, auto dealers 
and fleet owners. Copy in more 
than 15 industrial publications will 
be designed to do the same for in- 
dustrial users, and farm imple- 
ment dealer periodicals also will 
be used. 

Alemite, through MacFarland, 
Aveyard & Co., will offer distribu- 
tors and dealers a wide range of 
advertising and promotional aids, 
including radio spot announce- 
ments, newspaper mats, video 
commercials and point of sale ma- 
terial. 

Ad plans for the other Stewart- 
Warner divisions (radios, South 
Wind heaters, etc.) have not yet 
been completed. Final decisions, 
including budget plans, are ex- 
pected to be made within the next 
30 days. 


‘Milwaukee Journal’ 
Prints Motorola Ad 
from Magazine Plate 


MILWAUKEE—Original plates 
used in magazine advertisements 
by Motorola Inc., Chicago, were 
utilized by the Milwaukee Journal 
in reproducing a four-color il- 
lustration for a full-page ad on 
Motorola TV sets last Sunday. 

Art Hall, national advertising 
manager of the Journal, said the 
method used is comparatively sim- 
ple, fast and inexpensive. 

The technique calls for pulling 
proofs on cellophane of the four 
fine-screen (120 or 130-line) mag- 
azine plates. The plates are printed 
offset on the back of the cello- 
phane and letterpressed on the 
front, so that each dot is opaque 
and is picked up as a line shot in 
engraving. Then, in the engraving 
process, b&w shots are enlarged to 
make the 70 to 80-line screen 
necessary for newspaper repro- 
duction. 


e Mr. Hall pointed out that the 
cost of this method runs to about 
$200, which compares with about 
$1,000 for plates alone on color 
pages in most newspapers. In ad- 
dition, he said, the Journal method 
permits changes in copy up to five 
days before publication. 

The Motorola ad ran in a special 
24-page TV section. Gustav Marx 
Advertising Agency here placed 
the ad. 


‘Limited’ Tests 
of Video Color 
{| | Ordered by FCC 


WASHINGTON—The Federal Com- 
munications Commission issued or- 
ders last week for limited public 
tests for the three-color television 
systems which have been discussed 
during seven weeks of hearings. 

The tests also will cover ultra 
high frequency receiving equip- 
ment needed for the expansion of 
TV into additional channels. 

The tests, here and in New York, 
San Francisco and possibly Phila- 
delphia, are to be conducted by 
the proponents of the various sys- 
tems, and are to involve daily 
broadcasts for a 30-day period. 


= Proponents of the systems were 
asked to place receivers in the 
hands of “technical and non-tech- 
nical persons not connected with 
the development of the system.” 

In its order, FCC spelled out a 
detailed set of factors for testing. 
In addition, it asked set makers 
and proponents to reexamine 
their cost estimates for color re- 
ceivers, and for the conversion of 
existing sets to color. 

FCC fixed Dec. 26 as a deadline 
for the parties to report on their 
preparations for the tests, and 
Feb. 6 as a deadline for completion 
of the field tests. 

For two days last week, the 
commissioners watched a variety 
of program subjects picked up on 
RCA, CBS color sets and DuMont 
“monochrome” equipment installed 
side-by-side in a federal building 
here. 

Possibly the most exacting test 
came during the afternoon of the 
first day, when a score or more of 
the nation’s most famous trade- 
marks and labels were placed be- 
fore the color camera. On the TV 
screen, the commissioners saw 
such familiar labels as Dole’s pine- 
apple, Lucky Strikes, Shredded 
Wheat and many others. 


@ Dole’s pineapple juice came 
through with remarkable fidelity 
on the CBS sets, looking more 
like orange juice on RCA receivers. 
Shredded Wheat was faithfully re- 
produced on CBS equipment, 
but suffered from a green cast on 
the RCA sets. 

Despite the fact that CBS pic- 
tures were good, sometimes very 
good, FCC apparently still faced 
a hard decision. 

Adoption of CBS color would 
“jam” all existing black and white 
sets, and subject set owners to the 
expense of covering or replacing 
them. 

During the tests, CBS pictures 
suffered somewhat from flicker. 
RCA claimed that its system regis- 
tered a considerably better per- 
formance than it did a month ago 
when it was first demonstrated to 
the commission. 


RCA said its pictures were free , 


of flicker. It stressed the fact that 
the perfection of the RCA system 
would permit introduction of color 
without outmoding sets now in the 
hands of the public. RCA also con- 
tended that the “revolving disc” 
used in the CBS system would not 
be acceptable to the public in the 
long run. 


Hamilton Drops Account 

Hamilton Advertising Agency, 
Chicago, has resigned the account 
of National Chemical & Mfg. Co., 
Chicago, manufacturer of the 
Luminall line of water mixed 
paints. The agency has handled 
this account since 1930. 


‘Redbook’ to Ellington 


Redbook has named Ellington & 
Co., New York, as its agency. An- 
derson, Davis & Platte formerly 
handled the account. 
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64 
Gordon to Dundes & Frank 


Pauline Gordon, designer and 
manufacturer of brassieres, has 
named Dundes & Frank, New York, 
to handle advertising and promo- 
tion in newspapers, business pa- 
pers and fashion magazines. Mar- 
vin Sherres Inc., New York, for- 
merly handled the account. 


Blumberg Agency Moves 


Blumberg & Clarich, New York, 
formerly at 31 Union Sq., has 
moved to larger quarters at 853 
Broadway. 


SIGNS OF LONG LIFE’ 
FOR QUANTITY BUYERS 


THE ARTKRAFT" SIGN CO. 


sere entry cover 
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NBBB Suggests 
Anti-Histamines 
Reduce Claims 


(Continued from Page 1) 

to a variety of interpretations. 

Classifying colds, NBBB warns 
advertisers that copy should con- 
fine recommendations for the 
product to head colds. NBBB does 
not have proof that anti-histamines 
take action for chest colds or 
other cold conditions regarded as 
colds. 
ws The report severely limited 
claims, declaring: 

“A positive statement such as 
‘you can (end) (stop) (kill) 


Cet Se : 
eae : 


: 


ith a 


WAVENPORT, IOWA 
_ ROCK ISLAND, ILLINOIS 
MOLINE, ILLINOIS 


"EAST MOLINE, ILLINOIS 


There s 's Only One Way to Make a 


Bulls-eye in the Quad-City Market 
THE DAVENPORT NEWSPAPERS 


ONLY THE DAVENPORT NEWSPAPERS 
have complete Quad-City news coverage 


ONLY THE DAVENPORT NEWSPAPERS 
have offices in each of the Quad-Cities 


ONLY THE DAVENPORT NEWSPAPERS 
have carriers in each of the Quad-Cities 


THE DAILY 
TIMES 


DAVENPORT, IOWA 
REPRESENTED BY JANN & KELLY, INC. 


KKK 


THE DAVENPORT NEWSPAPERS 


THE DEMOCRAT 
and LEADER 


: ee 


(banish) (etc.) colds’ is untrue as 
to the individual addressed in 
many cases. On the other hand, it 
would appear to be permissible 
to tell the individual that he may 
arrest or relieve cold symptoms 
or that many users of anti-his- 
taminic drugs have actually done 
so. 

“Advertisers should also be chary 
of unqualified ‘doctors say’ claims, 
which imply that doctors in gen- 
eral hold the particular view 
stated in the advertising. Some 
allergists who are thoroughly fa- 
miliar with the properties of anti- 
histamines are of the opinion that 
these drugs are ineffective except 
for certain kinds of colds, and the 
American Medical Association 
states, ‘Experiences cited in the 
advertising were those of a single 
investigator, and, therefore, do not 
represent the experience of the 
whole medical profession’.” 


ws The bureau emphasized that 
advertisers should accurately de- 
scribe drug tests. 

“In any case,” it says, “where 
an advertiser refers to the results 
of tests made with a specific drug 
other than the one used by the 
advertiser, NBBB recommends that 
this fact be disclosed in the ad- 
vertising. Any representation 
which leads the public to believe 
that tests have been conducted 
with an advertisers’ product when 
such is not the fact is unfair to 
competitors and consumers alike.” 

NBBB said that any advertiser 
should be in a position to prove 
that the advertised product will 
provide a therapeutic dose of ef- 
fective anti-histaminic drugs when 
taken according to directions. 

The bureau denounced adver- 
tising “which deprecates non-anti- 
histaminic cold preparations” and 
said that cold preventives can 
be promoted “positively and con- 
structively” without damaging the 
reputations of other products. 


w Considering the safety of anti- 
histaminic drugs, NBBB admon- 
ished advertisers that “any product 
which can be expected to pro- 
duce side actions in users and 
which may make its continued use 
by some of them undesirable should 
not be advertised as ‘safe’ or 
‘harmless’ or by other language 
calculated to encourage careless 
use of such preparation.” 

NBBB pointed out that the Food 
and Drug Administration did not 
release anti-histamines for treat- 
ment of infants and that adver- 
tising should not suggest such use 
of the preventives. 

NBBB issued its report as a pre- 
liminary statement in answer to 
requests for data governing claims 
on cold preventives. Additional 
findings will be issued as necessary 
in future supplements. 


‘BOOK 


WALKER FAMILY—Spearheading Hiram Walker's holiday advertising again this 


year will be four-color spreads in national magazines, featuring the Hiram Walker 
family of products and Imperial Christmas gift cartons. 


Simoniz Ends Coupon 
Promotion; TV Sets 
Still Too Scarce 


Cuicaco—Because of protests 
from distributors and dealers, Si- 
maniz Co. has decided to abandon, 
at least for the present, a premium 
offering consumers, among other 
items, scarce TV sets. 

Newspaper advertisements an- 
nouncing the premiums, obtain- 
able through coupons on cans of 
Simoniz polish, were carried in a 
score of major cities, then canceled 
after the first appearance. 

H. L. Nehrbass, vice-president 
in charge of advertising, said Si- 
moniz had decided to abandon the 
coupon plan after jobbers and re- 
‘ailers protested the current offer 
because they are unable to obtain 
enough video sets to fill orders. 
Simoniz offered the sets at re- 
duced prices when accompanied 
by coupons from the cans. 


Imperial Kitchens to Kirsch 


Imperial Kitchens Co., manu- 
facturer of storm windows and 
kitchen products, has named Har- 
old Kirsch Co., St. Louis, to direct 
its advertising. Radio and direct 
mail will be used in the St. Louis 
market. 


To Trans-Canada Air Lines 

Donald S. McLauchlin has been 
named general supervisor of ad- 
vertising of Trans-Canada Air 
Lines, Montreal. 


To Parkin-Wilbur Agency 


Nathan Products Corp., New 
York, manufacturer of leather ac- 
cessories, has named Parkin-Wil- 
bur, New York, to handle adver- 
tising for Pet-Toter and Hygeia 
Medical Bag in newspapers, na- 
tional magazines and business pa- 
pers. Hayes-Endler, New York, 
formerly handled the account. 


Hubs se Ace phon aes w nine 


COLOR DRIVE ON COLOR FILM— 
The first newspaper color copy on film 
ever run by Eastman was the coloroto 
page which launched the firm’s drive 
on Kodakcolor Film in the Picture Sec- 
tion of the Chicago Sunday Tribune on 
Oct. 30. Promoting indoor use of the 
product, the campaign is placed by 
J. Walter Thompson. (Adv.) 


SERVING THE RICHEST MARK :1 


CHANNEL 2 
GREENSBORO, N. C. 


IN THE SOUTH’S NO. 1 STATE* 


6631 SETS IN USE AS OF NOVEMBER 1, 19497 


SALES REPRESENTATIVES 
HARRINGTON, RIGHTER and PARSONS. INC. 


NEW YORK CITY: 270 Park Avenue 
MU 8-1185 


Owned and Operated by 
GREENSBORO DAILY NEWS and THE GREENSBORO RECO! 


*Source: Sales Management's ‘“Suivey of Buying Power’’— 
tSource: NBC Research Dept. 


CHICAGO: Tribune Tower 
WH 4-0074 


1949 


= ar te a OR ah ih Amr Sa Pa <a. ela . aes, we ng eo DF ee? a oo es, ee eee Cee” es ee ay SO rt 
Se aa iceade ear eg k= ey TE ae ‘Z ab by»: age Piers Beige a Se es pipe Pes ae aa a naa Racer Ne hee Mot a ear gee” gate aie ee Seas. i — ae 2 eh 
: 4 aaa Oo Rake Be erage te Cee Fe on lait teks " aes shies ee Be als ol ecgiies Ma ee vie , Gere Ms aCe rot ae ee Pee PC ae isis . 
ee nies ae SEE ere en a es. ae ie Bie sla a cee ee ae Se. ES a3 ee ES 
aoe D> cilia re OO etl ed a ee a eo on a, ee Se ee ee ee 
= rises ‘ ; 
eae . Advertising Age, November 28, 1 49 
" | | , ; ; , 
— — i Ar 
hae oy <i z 
iy | -.-% . Rie a 7 - . 
~ nae 4 Ar ¥ s Pe 1 ‘d pi j 
. : : é . aah 2 “ 
UM” Vad | “emis aa ( 
| | OP ee is 
| ee “s =@:—~-- ghee , 
—— : | Sa “ rt Ou et Vig we of _ fi 
eye + iP yy :. é — a. < et p! 
ia eS See | . Te Ss 
er | i | f; weenie ‘ — Ww 
ae > “axis .. Gin ~ 4 om , a 4 i Sig 
, 8 af 
: ie 2 > Ld : ‘ ‘ - —" ; hi 
ae : g F 
a fs : | “_ a] wll : m 
: he oe ’ 
ae | i ta 
m 
| { XY | ee 
} BI 
: . EEE EEEEEEEEEEEEEEOOEOEOEOEOEOOEOEOEOEeEeroroeeeeee a ee ee at eee re pr 
| 
ro ee th 
fie: tu 
4 oe i} : ve 
oy, wie : , a ’ 
st 4 ' ie th: 
ae : ' ; 
i A ; co 
— } : & A age ne 
: thi 
. } . : oe eee his 
: , ‘# I aS Ee Se 
. al ' Be. ‘ tio 
a Fea ' ; re Pat ~ 
‘yi j 4 + > a ha 
son “A. d Teas of thowaand, tak om 1 te 
; my Pe. ry on 
ft ’ ag . pu 
m<¢ 
/ - wh 
nowy thes find its as & do! 
easy to Lahey wonderful ~ 
ore ; colar snapshots VIGOR “ ~~ 
eas ani 
. e / alo 
“ae me | | 
7 - easy for you, too, with \ ole 
i 3 ibm j 
~— Kodacolor Film in your camera 
e SS 
| | ee i ; : . : , 
Po | 
ee 
: ; Be | 
ee 
a LST TT 
ar a ee oP IN bt RRS 1 TT TE, Sal ge Sea 
ee Ba 
: WA 
fa - 
i 4 
ei fee? ~. pies 
a | ie 5 
tal . fy 2. 
¥ 4 - if Je - . : F ; ; ai te. Bone se < 2 Si ats BRAN) - ~ 
j ; + mL ae ches Dk a: n= ie “hs He inte . tA ae Tears 
en ioe , . ARS ORR on Cer nec TEBite ORR ROE ORE > 
ine ie Kame Cea lai of SERON TS RUSSO See TE OSS 
= oe H SAIS tena 4 j es ahaa 6 ee oe & A . * = =; ‘ 
es > . Dee \ J (as CS Vex ae oe 
elit : . \ yew’ = SN\i ~~ ¥ 
hg fe! . OR tad ye ’ = SS, ” } 
Bah 9: - ’ es 
es ° ' + UWS {| 
Sa | . aa 
ae sgh sst tneus Sate oa, 
rae ¥ mnoustR Market Date 2 Jy ° = : 22. 
: { MARKETING) Womber E Bz 
ec : ea ae _2ee4 ss 
ae : ea Pe, ae ZA , 
is rr . eee 
ms oy iy : 
4 INDUSTRIAL MARKET DATA i = 
ne ae > Seas 00 E: OHIO ST. CHICAGO TI NEE 47 NEW YORK 17. en : 
pat oe lesen, ‘oaiees tet ale aes Sue Tae Mae emer. EB RACE ae > : wie ty 2s EH Ge Rg ey + ian 8 E os ee ot . 3 7» ny by . i ‘ . ; 7 * Fe ‘ cna me ae. 2 : 


3, 149 


dvertising Age, November 28, 1949 


Anti-Histamine 
Ad Campaigns 
(et Under Way 


(Continued from Page 1) 
sniffle symptoms. The company 
further declares that, even when 
taken on the second day, its cold 
pill has been found to stop colds 
within three days of treatment. 

Resistab will be packaged in a 
handy pocket-size package of 12 
pills with a 43¢ fair trade mini- 
mum price. The larger size con- 
taining 36 pills has a 95¢ mini- 
mum resale price. 


the brands. The first job facing 
the new industry is to establish 
the worth of its products. To do 
otherwise is likely to cause confu- 
sion among consumers and drug 
store personnel, and act as a 
deterrent against mass employ- 
ment of anti-histamines to pre- 
vent the spread of colds.” 

Mr. Bowles predicted that sales 
of the new cold preventives may 
almost double the $100,000,000 an- 
nual volume in cold pills sold in 
drug stores. He urged druggists to 
see to it that their counter at- 
tendants are thoroughly educated 
in the role of anti-histamines in 
order to explain their use to the 
customer. 

Union has mailed a booklet on 
anti-histamines to druggists. Jack 
Beal, vice-president in charge of 


informing the public of varying; St. Louis Jr. Adclub Elects 


characteristics of anti-histamine 


pills. Future advertising, through advertising manager of the Peters 
Foote, Cone & Belding, will feature division of International Shoe Co., 
Anahist research and stress that | 
Anahist is the only anti-histamine | 


clinically tested at the dosage at 
which it was released to the pub- 
lic. 

By featuring a family theme. 
Anahist Co. reports that it has 
increased sales of the large-size 
Anahist bottle to such an extent 
that production schedules have 
been revised to meet the demand. 
Also reported by the company was 
the largest shipment ever han- 
dled by air express, 58,519 pounds 
in six days. 


New ‘Hygeia’ Name Not Yet 
Set; Dr. Bauer is Editor 


n this Union advertising, told AA that the 

Nalker Hs From Union Pharmaceutical Co.,| company has plans for use of every rg for a change of name 
Bloomfield, N. J., Elliot A. Bowles, | possible media to supplement the |}? Hyeria ae ee eee 
———§ president, advances the view that} present newspaper campaign now ad published og the ple mes 
P the principal task of all manufac-| under way. He would not reveal| Medical Association, but the name 
Newy turers of anti-histamine cold pre-| the magazine schedule, pending its| will not be changed to Your 
er ac-§ ventives is to convince the public|completion. The Union agency is| Health, as reported in AA Nov. 21, 
n-Wil-§ that self-medication with over-the- | Cecil & Presbrey. the American Medical Association 
_e- counter anti-histamines is effective ee = gt gy a pa 
a ; ’ : me change wi made for 

- 2 On on in common coid/e a, prem we “~ Louis, several own A the AMA says. 
ass pa- , py. continu Oo spread its a vertising Dr. W. W. Bauer, who has been 
York The fact that a number of anti-| campaign for Antamine in news-| associate editor of Hygeia for some 
int. histamine tablets are now on the/| papers from the St. Louis area as| time, will be editor. It is under- 


+ indoors 


market for sale without prescrip- 
tion indicates that all these brands 
have been found effective and 
have a record low incidence of side 
effects,” he said. “Otherwise, they 
could not have been offered to the 
public. Further, all heavily pro- 
moted brands -are selling out 
wherever one announces itself in 
dominant newspaper space. 


s “When the basic principle of 
anti-histamines is accepted ll 
along the line, there will still be 
plenty of time for the battle of 


distribution increases. Sullivan, 
Stauffer, Colwell & Bayles is han- 
dling the account. 

Whitehall Pharmacal Co., New 
York, kept plugging Kriptin with 
spot radio through Duane Jones 
Co., New York, but remained si- 
lent as to the exact date for the 
kick-off of a full-scale campaign. 


A spokesman for Anahist Co., 
Yonkers, N. Y., told AA that the 


company will henceforth direct | 


its advertising and promotion for! 
Anahist along lines that foster, 
product differentiation, aimed at. 


stood that Dr. Morris Fishbein, 
long-time editor of AMA publica- 
tions, will shortly join a book pub- 
lishing house, and will be suc- 


ceeded as editor of the Journal of| # 


the American Medical Association 
by Dr. Austin Smith. 


Appoints Hilton Agency 


W. A. Camp Co., New York, 


importer and distributor of nuts, 
has appointed Peter Hilton Inc., 
New York, to handle advertising 
of “American Beauty” brand of 
assorted and Brazil nuts. The ac- 
count formerly was placed direct. 
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"ILM CARTON KNIFE yi 
=| HAS DOUBLE UTILITY... citi mons 
alice wins extra customer goodwill for you AVAILABLE 


—$<—<—<—— 
—_—$$<$<$<<—<— 


CLOSED” 
POSITION 


POSITION 


©) 


guide. When blade is 
end of handle, carton 
to-grip window scraper. 
set-screw. Measures 5” long; comes individually 
boxed complete with circular of instructions... 
also with extra blade in storage space inside handle. 
Your message mapoeneneee in gold on both sides. 
Sure to be welcomed by 

holders, too! Get details now on this.newes: Per- 
sonalized Premium by Federal Tool. 


retailers... 


HOSTESSET— 
$0c self liquidator 


ALUMINUM 
TUMBLERand 
COASTER— 
50c self liquidator 


——— 
SUNMASTER, JR. 


CLOTHESLINE— 
$2.00 self liquidator 


Modesty keeps us from saying that this is the best 
carton knife on the market, so we'll just say it’s the 
equal of any on the market. . . but priced fully 50% 
lower! Beautifully made of the marvelous new Styron 
plastic, it holds standard razor blade firmly — cuts 
the top from even the heaviest corrugated carton 
quickly and efficiently ... has handy metal cutting 
laced diagonally across the 
nife doubles as sharp, easy- 
Adjustment is by steel 


CHEESE CUTTER— 
10c self liquidator 


SHORTENING 
MEASURE— 
25¢ self liquidator 


by house- 


Shappe- Wilkes, New York, to han- 
Charles Mueller, assistant to the| @¢ advertising in national maga- 

zines and business papers. 
has been elected president of the at 
Junior Advertising Club of St.|] « o Oe ae 
Louis. Other officers are: Glenn 
Adair, Arthur R. Mogge Advertis-|| ® + 
ing Co., Ist vice-president; Don 
Neis, Neis-Kaiser Printing Co.,|| e e 
2nd vice-president; Charles Bow- Astute time buyers, that knew a 
man, Accredited Newspaper As-|| @ sood thing when ‘hey see it, will ¢ 
sociation, 3rd vice-president; Tom ee ee eae 
Watkins, Ad-Service Engraving @ Moines® on'y 10,000 Watts station, 
Co., secretary, and Edward Mee- a A Hy 2. 
han, Sporting News, treasurer. maps, program schedules, and avail- 

@ abilities are yours for the asking. @ 

*10,000 Watts Foy baer - —_ 
Appoints Shappe-Wilkes é 800 watts night ‘ : 
woe Co. of America, New MUTUAL FOR iowa 
ork, manufacturer of photo-|| » Es, 

graphic products, has appointed ee 
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HEADLEY-REED: NATIONAL REPRESENTATIVE 
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_ See How Your Product Compares 
aaa with Competitors! 
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, Get This New 1949 
j 
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= ROCKFORD MARKET 


Loree: 
# psn 


Just off the press . . . the fourth annual 

survey of “How Rockford Consumers Buy” is a study 
of buying habits, brand preference, ownership, and dealer 
distribution in numerous classifications. Get the facts on the 
market that has consistently led all Illinois cities in percentage 
gains on retail sales and services. Send for free copy today. 


gh 
NE 


ROCKFORD MORNING STAR 


Jobber and salesman inquiries invited. Write or wire us today... 
Premium Division (Dept. P-4) or telephone COrnelia 7-3060. 


FEDERAL TOOL CORP., 3600 W. PRATT BLVD., CHICAGO 45, U.S.A. 20¢ self liquidator 


Rockford Register-Republic 
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Rob Bore? sa ct Sie ae! 


Like the good salesman—the one 
who comes in with the ideas—your 
Haire trade publication is more 
than welcome with retailers and 
sets the scene for your selling copy! 


Keeping your product story con- 
sistently before your retailers in 
your Haire specialized publication 
is like having your best salesman 
camped on Mr. Big’s doorstep. 


Your salemen will need all the help 
you can give them during the 
“Fighting 50’s”. Back them up... 
prepare their way ... with a con- 
sistent campaign in 1950. 


to “get down to cases” with a good salesman. 


is selling ideas on how the merchandise can be movet 
quickly, profitably. 


* Whatever you can do to make costly salesmen’s calls on re 
a tailers more effective, more profitable is money spent td 
promote increased sales. 


Your best salesman can’t call on all the thousands of re 
tailers—coast to coast. . . regularly... month in and montl 
out. Even if he could, the cost would be prohibitive. 


That’s why the Haire trade publication in your field should 


Will help your salesmen 
close more sales... write!’ 
more orders in 1950} 


Retailers are busy people—but they'll always take the time t 


A good salesman is not selling merchandise so much as hq, 


be used as an integral part of your sales program. Each issueg 
loaded with selling and merchandise-moving ideas, is the hard, 


working ally of all your salesmen—the low-cost medium througlf’ 


which you do the pre-selling job which makes each salesman’s call mor 
effective and more resultful—which enables your salesmen to get quick! 
“down to cases”. 


Whatever helps the retailer move merchandise —that constitutes the editoria 
content of the Haire trade publication serving your field. The specializeq, 


“know-how” of the Haire editors brings to your retailers, regularly, the mer 
chandising “know-how” and “how-to”... the “what’s new”. . . the trends, th 
resources, the dealer aids, the merchandising ideas, the sales training for hi 
clerks ... everything that adds up to the retailer’s power to move merchanlis¢ 


Send for a complete list of 54 ways to use tridqs: 


advertising in 1950 to build and hold dealer loya'ty 
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